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Makinc SALESMENY. 


Electrical Merchandising enjoys a prom- 
inent place in today's sales training, 
campaign planning and appliance busi- 
: ness management. The evidences we 4 
have had that this magazine is a useful ‘ 
tool in its industry, is a source of pride 

now and a challenge to the future. 





LAZARNICK 


‘Best sales promotion plan 
we have ever had .. SAY DEALERS 


—— 


APEX ROTAREX CORPORATION © CLEVELAND, OHIO 
Subsidiary of The Apex Electrical Mfg. Ce. 
West of Denver, APEK ROTAREK MANUFACTURING COMPANY, Oakland, Calif 
In Canada, ROGERS MAJESTIC CORPORATION, Ud., Torente 


Only APEX Gives You this 


BIG 3 SALES PLAN 


All over the country dealers are telling us the Apex Big 3 Sales 
Promotion Plan is the best they ever heard of. It’s selling merchandise 
faster and easier than any other plan they ever used, they declare. 


“Our entire organization is enthusiastic about your 1936 line of 
home laundry equipment; it is well styled and priced to sell. 


“Your new sales promotion plan is complete and one which 
any dealer can use to increase sales efficiency and sales. 
“We sincerely appreciate the intelligent help you are giving 
us in the training of our salespeople. This will be helpful 
to both of us, particularly in our ten neighborhood stores.” 
K. O. HESTER, Merchandise Manager 
The Eastern, Los Angeles, California. 

“This is the best sales promotion plan we've seen in a long 
time. With it, we are selling more Apex appliances than ever.” 


JAS. A. FOUKAL, Mamager, Electrical Appliance Dep't. 
The Sterling & Welch Co., Cleveland, Ohio. 
You, too, can increase your washer, ironer, cleaner and 
refrigerator sales with this plan and the Apex 1936 line 
of appliances. A letter will bring you complete details. 
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The 
Merchandising Month 


Danger Signal 


NDER the head “Chiseling— 

New York Variety,” Elec- 

trical Merchandising in this 
issue reports on a serious price situa- 
tion in the refrigeration field. Be- 
cause refrigerators are in active 
demand dealers in and around New 
York are engaged in an _ earnest 
scramble for volume business. Profits 
are ignored. Legitimate merchan- 
disers are alarmed and manufacturers 
and distributors are making earnest 
but so far futile efforts to control 
the situation. The public seems to 
have the suspicion that anyone who 
pays the full list price for a refrig- 
erator is a sap. Dealers, actively bar- 
gaining with the prospect, confirm the 
suspicion. And the worst of it is that 
the situation is not confined to New 
York. 

Reports from Detroit indicate that 
this chiseling of prices by the smaller 
dealers is quite as bad in that city. 
One large department store, trying to 
find the answer, has drastically re- 
duced the number of makes of refrig- 
erators that it has been handling and 
has put in a private brand box. This 
store has in effect said to the manu- 
facturers: “Either you will control 
your dealers and prevent vicious price 
cutting practices or you can no longer 
sell this important outlet. Further- 
more, if necessary, we can confine our 
merchandising to a line which, be- 
cause it bears our name, cannot be 
bought through any other source.” 

It is ominous when such an im- 
portant outlet as this department store 
feels it necessary to turn to a private 
brand. Furthermore, it is unnecessary. 
Price cutting by dealers can be con- 
trolled. It will be stopped whenever 
distributors are willing to cut off 
offenders and to cease creating new 
dealers who are likely to engage in 
price cutting. The manufacturer who 
limits the number of dealers does not 
thereby reduce the volume of his busi- 


ness. Fewer and better dealers have 
often meant more volume. Fewer 
dealers can be better selected, better 
financed, better trained and better 
controlled. 


Air Conditioning 


VIDENCE of useful pioneering 

by a utility is in the news that 
Commonwealth, Edison Company, 
Chicago, are going to merchandise 
unit air conditioning equipment. Air 
conditioning on a large engineering 
scale is making rapid progress. For 
home and office use, however, summer 
cooling equipment needs the example 
of a bold and energetic merchandiser 
to show how the job can be done. 

In being the first large city utility 
to go into practical merchandising 
operation on unit room coolers, Com- 
monwealth Edison is following out 
the pattern set many years ago. This 
was the first central station to open 
appliance stores; the first to engage 
in wagon and crew selling; the first 
to merchandise radio; the first to air 
condition its display rooms; and so on 
with a long line of firsts. 

As in the past Commonwealth Edi- 
son’s experience will be closely fol- 
lowed as a guide. By engaging in this 
business it will-hasten the day when 
unit room cooling equipment shall be- 
come merchandise. 

v 


Finance 


NE of the constructive conse- 

quences that follow the expira- 
tion of F.H.A. appliance financing 
is the return of utility assistance in 
financing appliance sales. 

The Consolidated Edison Company 
of New York are reported to be work- 
ing out a plan providing, under private 
sponsorship, appliance financing facili- 
ties equal to the F.H.A. The National 
City Bank and leading equiment 
dealers in New York are a part of 








this picture. Consolidated Edison 
Company, it is reported, will guar- 
antee against loss. This ought to pro- 
vide an ideal set up, making finance 
available to the trade through a large 
financial institution, which together 
with the utility can exercise a control 
over reckless extension of credit and 
the abuses which were reported under 
F.H.A. This combination of factors 
has never failed to produce an in- 
creased volume of business, widely 
and equitably distributed. 


v 
Prosperity 


HE first quarter appliance sales 

figures, only now available, are 
enough to take your breath away. A 
new all-time record, for instance, was 
set by the washing machine business 
in March. And without exception, all 
appliances show heavy increases as 
compared to last year’s volume. 

Getting away to what will unques- 
tionably be a history making year, re- 
frigeration shows a 32 per cent unit 
increase for the first quarter; ironers 
61 per cent, washers 24 per cent, 
vacuum cleaners 21 per cent. 

The increases in ranges and water 
heaters are particularly thrilling. 
Water heaters are one of the fastest 
coming appliances on the list with a 
47 per cent increase for the first two 
months. Ranges with a 62.5 per cent 
increase for the first quarter are con- 
firming the forecast made at the be- 
ginning of this year when sales for 
1936 were forecast at more than 
300,000. 

Automatic heating more than doub- 
led the 1935 period; March stoker 
sales were 148 per cent over the year 
before ; oil burners for February were 
up 68 per cent. 

These increases indicate what a 
vast market we have for our products. 
What folly, then, to permit such de- 
moralizing practices as we have noted 
above on refrigerators. 
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Here's a sample of what Detroit's early 
street lighting system looked like—o cluster 
of arc lamps oat the top of tall towers that 
looked like radio aerials. 












This is @ young business, too. Here is a 
pioneer avtomatic (Hotpoint) iron thot only 


Looking Backward to Its Beginnings 


the first of a series 


By 


Frank B. Rae JR. 


on 





This Romantic 


I is an amazing thing that this 
| business of electrical merchandis- 

ing started from scratch and has 
run into annual billions of sales with- 
in the memory of men who still hold 
positions of command, men with ar- 
teries still uid, men with brains look- 
ing forward to commercial conquests 
in the electrical industry in 1950. 


Here is one of the early 
electric grills (Westinghouse) 
and coffee percolators—the 
appliances which first intro- 
duced the public to elec 
tricity in the home. 










Les Moffatt, editor of the paper 
you hold in your hands, wrapped up 
some of the very first electrical gad- 
gets in world history, wrapped them 
up in brown butchers’ paper and 
passed them over the counter for 
Western Electric out in Denver — 
and Les is practically an adolescent. 
Ed Lloyd, whose department was 


the first in the utility field to pass 
the million-a-year ‘mark in electrical 
merchandising, seems just to be get- 
ting a good start in life. Jim David- 
son, a grease-ball in one of the first 
electric light plants west of Pitts- 
burgh, can still go three rounds with 
a pretty good welter. Henry Doherty, 
who started this whole dizzy electri- 
cal merchandising business, continues 
to kid the customers down in Florida. 
And the writer of these lines — not 
to be personal, but simply as a mat- 
ter of record — was the first two-leg- 
ged salesman ever to secure a single 
order for one hundred electric flat 
irons. 

Of course we've lost a number of 
our stars —a busted heart, a hunting 
accident, too much booze, an Asiatic 
germ, a World War — things like 
that happen in all business. The boys 
who left us by these routes went in 
the prime of life. They'd still be 
sane the leaders but for inexplicable 
ate. 


Hattie and Sarah are looking pleased with 
themselves because they are cooking a 
meal in the modern manner. This electric 
cooking ovtfit (General Electric) dates 
back to 1904. 


come ovt in the early twenties 








The damsel above is getting a good scorch- 
ing from one of the earliest space heaters 
(American Electric) put on the market. It con- 
sisted of a couple of high-wattage lamps and 
@ reflector. 
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GEORGE WILLIAMS 


the first of the high-pressure salesmen 


E. W. “ED” LLOYD 
in the early days of Commonwealth 
Edison of Chicago 


Business 


My first conscious memory of elec- 
tricity was when my father got him 
a job as engineer for the Detroit Elec- 
trical Works. The family impinged 
upon Detroit in the dead of night, 
and as we trecked up Lafayette Ave- 
nue |. saw’ what was without doubt 
the weirdest lighting system in the 
history of this world — or any other, 
for that matter. It consisted of a vast 
number of towers: to my baby eyes 
they seemed hundreds of feet high, 
and at the tops of these towers hung 
what I later learned were clusters of 
arc lamps, but which then seemed to 
me to be fairly serviceable moons — 
hundreds of moons, dotting the 
heavens and giving down a dazzling 
brilliance of perhaps one-sixty-ninth 
of a foot-candle or less. 

I decided then to go into the elec- 
tric lighting business, and — dammit, 
look at me now! 

Well, the next click of electrical 
memory occurred when the Old Man 
started some sort of an experimental 


And we know by the bottle of beer in this 
shot that boudoir siren is fixing a little 
Welsh rarebit for the boyfriend with the 
aid of a chafing dish (Simplex) and 
toaster. 





shop in an abandoned residence on 
Grand River Avenue, and, experi- 
mental shopping being rather a pre- 
carious business in those days, the 
family went to live on the third floor. 
No gas riser to the third floor, of 
course, so Dad strung some wires, 
acquired a Simplex oven, a griddle 
plate and some sort of contraption 
which had been foisted upon him as 
a teakettle. The hot groceries upon 
which we lived all that winter re- 
ceived their btu’s from these three 
appliances — and you can figure out 
how long ago that was when I tell 
you that my nose just reached the 
tabletop. 
+ . * 

Came the day when a couple of 
lads named Kuhn drifted into the 
picture. | make no pretense at ac- 
curacy in these reminiscences but sim- 
ply quote from memory and impres- 
sion. The Kuhn boys, Bob and Frank, 
were, as I remember it, some sort of 
electricians. They ran wire and hung 
door-bells and made motors mote and 
dynamos die. Among other cock-eyed 
hunches they had was one about an 
electrically heated soldering iron — 
why, nobody knows. They came to 
my father and asked him to design 
such an appliance, and to everybody’s 
surprise — including my father’s — the 
dumb thing worked. It so intrigued 
some other workman that he bought 
it off the Kuhn boys and they made 
themselves another, and somebody 
bought that, and the Kuhns made an- 
other and the first thing anybody 
knew there grew up the world-famous 
American Electrical Heater Com- 
pany. 

Of course it wasn’t all as simple as 
that. There was plenty of sweat and 
scheming involved, nights of worry, 
days of intensive toil. Bob was the 
business man, Frank was the manu- 
facturer, a third brother (Guido, if 
memory serves) managed office detail. 
Among them, and with the aid of 
others as crazy as they were, the 
heating appliance business got its 
start. 
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J. |. AYER 
of Simplex Elec. Mig. Co., 1906 





I was accidentally present when 
the first electric broiler was made by 
Frank Kuhn. Prior to that time the 
things they called electric broilers 
were cast iron griddles with ribs to 
simulate the. pictorial effect of the 
then standard wire broilers which one 
clamped over a steak and held above 
the flame of the dependable coal 
range. The culinary result of this so- 
called electric broiler was fried steak 
with dark ridges on it — utterly with- 
out merit as to taste and digestibility. 
Frank fabricated a sheet metal de- 
vice which looked somewhat like a 
garbage incinerator but embodied the 
principles of the modern broiler: he 
purchased a steak which he laid out 
on the window ledge of the shop and 
in due course the experiment took 
place. It was a bitterly cold day, the 
steak froze as though treated to a 
bath of liquid air, it was finally flat- 
tened out with a mechanic’s hammer 
and—in the winter of 1904 we 
smacked our lips over the first steak 
ever broiled electrically. 


Chief among the heating appliance 
pioneers was Jimmy Ayer of Cam- 
bridge. I suppose I should speak more 
respectfully of Jimmy and call him 
Mister and not Jimmy, because he 
was rather a dour person, not one to 
stand for monkey business, sixth man 
to be president of the National Elec- 
tric Light Association, and altogether 
a he-one who rated an admiral’s salute 
in any man’s navy. But somehow I 
couldn’t help loving the man. The 
appliances he made were of surpassing 
excellence — considering the then state 
of the art—his ethics were unim- 
peachable, and for all his growling 
and grousing he was one of the archi- 


_tects of the appliance industry, with 


more friends than there were cooties 
in the Fourth Division. The world to- 
day could use a few more like him. 

Another wild genius in the early 
days was Hillman of General Elec- 
tric. Hillman came along after the 
heating appliance business had se- 











HENRY L. DOHERTY 


in the days when he was pioneering 
the electrical merchandising business 


cured some little popular acceptance. 
He had a flair for publicity, the opti- 
mism of a Saint Bernard puppy and 
the ability to sell his superiors on any 
screwy idea that came into his head. 
His masterpiece was “The House 
Without a Chimney” which was fea- 
ture stuff in half the Sunday news- 
papers in the United States. The gen- 
eral proposition was that all cooking 
was electrical, no combustion what- 
ever, no wood, coal, gas or matches 
on the premises. Of course, he kept 
the water pipes from freezing with 
an anthracite furnace, complete with 
chimney, but one was supposed to 
overlook that, and most of the re- 
porters and home economists and 
others who visited him were obliging 
enough to do so. Hillman got acres 
of newspaper and magazine publicity 
out of this stunt, but somehow the 
several million dollars’ worth of table 
appliances in the G.E. warehouse 
didn’t sell so well. Trouble was, he 
was 25 years ahead of the times. A 
lot of us are that way — including 
this writer. 

I can’t for the life of me remem- 
ber the name of that very fine chap 
who was put in by G.E. to salvage 
the results of Hillman’s exuberance — 
a big, dark fellow with a holy genius 
for making friends without charging 
it all to the company expense account. 
He took a look at the Schenectady ap- 
pliance warehouse, and the resultant 
headache lasted three whole days, ac- 
cording to a reputable physician. 
Then he hopped a train to New 
York, discreetly spent a nickel with 
the Interborough and landed at 60 
Wall Street. 

“George,” he said to George Wil- 
liams of what was then Henry L. 
Doherty and Company, “George, I 
wish you would come up to the club 
and have a drink with me. I want 
to ask your advice.” To which George 
responded, “Sure” and they took the 
Subway back to Grand Central and 
boarded a train and were soon in 


(Please turn to page 79) 
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MONDAY MORNING SALES TRAINING BREAKFASTS, STARTING AT 7 A. M. ARE THE 
ORDER IN MILWAUKEE. OBJECT: TO INCREASE SALESMEN’S INCOMES 35 PER CENT. 


“HERE is a “don’t fire until 
‘| you see the whites ot their eyes’’ 
angle to refrigerator selling 
during May and June which the 
wide-awake appliance salesman won't 
overlook. | once went out hunting 
with my acquaintance, El Axford. 
Seems as though he seldom got his 
hands on a gun, and we had hardly 
straddled the first fence in our cross- 
country search, when he began firing 
away at everything and nothing 
stones, trees, even fired to see the spat- 
ter of shot in a river we passed. By 
the time we'd got to the real hunt- 
ing, and had flushed a covey of quail, 
doggoned if he hadn't run out of am 
munition and wanted to go home. 
That taught me a lesson — the time 
to use all your ammunition is when 
the chance to hit something ts greatest. 
Based on that axiom, we appliance 
salesmen should give refrigerators 
every ounce of selling effort we've 
got in May and June. During these 
two months, better than a quarter of 
the year's sales will occur. For ex- 
ample, there is four times the chance 
to sell a refrigerator in May as in 
January, and three times the chance 
to sell in June, compared with No- 
vember. There are more refrigerator 
prospects more buying minded during 
these two months than in any other 
concurrent period of the sales year. 
And the time to put on the selling 
power is when the chance to hit is 
greatest ! 
These are the months to call out 
every reserve power you have. Stretch 
yourself into the second wind. Deter- 
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mine to call forth every superhuman 
selling effort you have. If you must 
relax, do it when August comes 
around —this is the time for full 
steam ahead. There is a certain ex- 
citement about determining to work 
harder than ever before, becaiise the 
pressure is applied when the chances 
to gain are greatest, and the percent- 
age of sales hits spurs you on until 
you become amazed at the energy you 
are expending. You haven't experi- 
enced anything yet if you haven't felt 
the lift of clicking superlatively. Get 
at it during May and June. 

My thought is that none of us push 
ourselves as hard as we should. No 
one ever crumbled from overwork so 
much as from underwork. It isn’t the 
excessive use of our talents that is the 
hazard — it is the disuse and misuse 
of them! The most deadening thing 
in the world is the failure to use that 
which we have in ingenuity, in effort, 
in determination, and in the ability to 
struggle. The fakir outside Jerusalem 
gates who has held his arm in the air 
so long it has atrophied, is clear proof 
of the danger of working too little 
rather than too much. We collapse 
faster from contentment and laziness 
than we ever will from any over ex- 
ertion. Remember that! 

It is amazing what can be accom- 
plished if we challenge ourselves. We 
had a grand experience in Milwaukee 
during April. Sponsored by the Wis- 
consin Radio Refrigeration and Ap- 
pliance Association and conducted by 
the writer, we had a series of Mon- 
day morning sales training breakfasts ; 


the avowed object being to increase 
the income of the average appliance 
salesman there 35 per cent. Everyone 
participated — utility, distributors, 
dealers and appliance salesmen of all 
makes of refrigerators. Nothing like 
it has occurred in America, but such 
a movement should occur in all the 
major markets in the next few 
months. And what made these train- 
ing breakfasts so spectacularly suc- 
cessful? Even the first one was so 
over-attended, past all registration 
marks, that men had to be turned 


Sceing 


The Salesman Who Keeps 
And June Will Cash In On 


Selling Months 


By Gerald 


away from the biggest dining hall of 
the city. Simply because they were 
promoted in the spirit of struggle . . . 
of making it tough to attend. Starting 
at 7:00 a. m., doors closed five min 
utes later, all had to pay for their 
own breakfasts and eat what was 
placed before them. Each salesman 
who attended was pledged to chal 
lenge himself to at least a fifty per 
cent greater effort in April and May. 
Result: refrigerator sales in Mil- 
waukee are skyrocketing, and over 
250 salesmen now know that their 
customary activity was just a small 
fraction of their capabilities. 

It is a good thing in this appliance 
selling business, to put yourself on 
the spot where you've got to work 
harder and produce more. There is 
no activity on earth in which such a 
fundamentally sound service can be 
rendered — and remember that profit 
is an automatic thing. The earning 
power of any man depends upon the 
energy and ingenuity he is willing to 
spend in rendering a service. He is 
the arbiter of his own income — it all 
depends on how many of his talents 
he is willing to call out. Nothing is 
impossible. The greatest record has 
never yet been made! 











C. M. JOHN, ANOTHER BRIGHT SALESMAN, WENT INTO DEBT 
FOR FIVE MAJOR APPLIANCES THE DAY HE BEGAN SELLING. ‘THEY 
ARE THE BEST SALES TRAINING COURSE | CAN GET”, HE SAYS. 
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1is Eyes Open During May 
he Biggest Refrigerator 


’ The Year. 


Stedman 


One of the real appliance mer- 
chants of these United States is big 
Bill Seemuth of the Real Radio Ser- 
vice, Inc., of Milwaukee. He full- 
backed at Marquette, and now plays 
quarter for a fighting team of appli- 
ance salesmen that would be hard to 
beat anywhere. And the one secret of 
his success is that he has called out 
the impossible in every man he em- 
ploys. There is one of his leading 
salesmen, C. M. John, for example. 
The day John started selling appli- 
ances (and he’s a five appliance sales- 
man) he went in debt for a refrigera- 
tor, washer, ironer, electric range and 
water heater. “It’s a business propo- 
sition,” said John, “to own and use 
these appliances. They are the best 
sales training course I can gain. And 
to run in debt for them makes me 
know I’m on the spot where I’ve got 
to earn enough to pay for them.” And 
is he going . . . weow! 

| know a salesman in the Phila- 
delphia territory whose wife, perhaps 
inadvertently, put him on the spot. 
He loved her plenty, and indulged 
every wish she had. She kept him 
broke buying new cars and things. 
But, because she did, he hustled 


harder and now he’s establishing a 
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ONE BRIGHT SALESMAN HANDS THE PROSPECT A CHECK, REPRESENTING THE MONTHLY 
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SAVINGS ON HER APPLIANCES, FILLED OUT AND SIGNED. IT LOOKS LIKE THE REAL McCOY. 


record on the East coast that is a 
mey in any man’s territory. 
There’s a bustling bird in Denver 

who hung up a big record a few 

years ago, and I asked him the rea- 
son. “Well, Jerry, it’s like this,” said 
he, “I lie myself into a place where 

I have to produce. To my wife and 

family, I declare I’ve made the sale 

before it has been completed, and by 

thus putting myself on the spot, I 

can’t take no for an answer.” That's 

the spirit. 
I’m watching a real performer in 





a 


A DEPARTMENT STORE MANAGER DIDN'T THINK A PROSPECTIVE 
APPLIANCE SALESMAN WAS THE RIGHT TYPE. THE SALESMAN 
WENT OUT AND SOLD THE MANAGER'S WIFE A REFRIGERATOR! 
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Detroit right now —he’s going to 
town in a big way. When he'll let 
me, I want to write his biography 
as a lesson to the industry of what 
can be done. He started out with the 
great motive “I expect to be the best 
appliance salesman in the United 
States.” “Why?”, I asked when | 
first met him. “Because there’s little 
competition at the top,” said he, 
“crowding is done further down. 
There isn’t much elbow room on the 
plane of mediocrity because you'll 
find so many ‘also-rans’ congregated 
there.” 

What I’m trying to point out in 
these few instances, is that sales per- 
formance depends upon a spirit of 
willingness to struggle into the sec- 
ond breath. Nothing worth while 
comes easily. Stephenson worked fif- 
teen years before he got a locomotive 
to run. Morse tinkered fourteen years 
before he could get a telegraph to 
send a message. Niepce spent thirteen 
years before he could make a photo- 
graph. Howe worked twelve years 
before his sewing machine would 
work. Go down through the great 
things of life and you'll find they 
were accomplished by men who were 
willing to challenge the impossible. 
How important this is in appliance 
selling. And how tremendously es- 
sential in May and June, when this 
larger chance to interest and sell re- 
frigerators is all about us. How 


surely it pays dividends when judged 
by all the records of the sales win- 
ners. Listen, friend reader, 1 know 
at least 6,000 appliance salesmen in 





this country. Many by their first 
names. I’ve had a chance to study 
their records. And I'll say this — 
nothing is more important to success 
than the willingness and eagerness 
you show in challenging the impos- 
sible in effort, in aggressiveness, in 
energy and ingenuity. 

Try it and see! Not with an eye 
on the commission, but with your 
soul in the service you can render; 
earnings will take care of themselves. 
Your spirit each night as you finally 
drop to sleep, dead tired and proud 
of yourself, should be that there is 
not a family who is apt to put up 
with less, or go without through any 
failure of yours to spend every ounce 
of energy possible in reaching and 
persuading the greatest number to buy 
during May and June. 

Life owes none of us a living so 
much as we owe some earnest living 
to life. 1 mean that we ought to be 
willing to get our hands dirty in the 
earnest effort of daily improvement 
to those around us, and in conse 
quence, to ourselves. The biggest men 
are those who are willing to put their 
shoulders to the wheel. Sir Isaac New- 
ton said his success was more due to 
continued application than to any 
genius. He often became so engrossed 
in his work as to forget meals or 
whether it was night or day. The 
story is told of Washington, when 
several divisions of the Continental 
army were engaged in constructing 
defense works from Wallabout Bay 
to Red Hook, coming upon a subal 

(Please turn to page 26) 
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The electric water heater is a mysterious stranger in most kitchens. 


€ 











Bofits in Hor Mare 


Wisconsin Power & Light was faced 


with declining rates and declining rev- 


enue 


... They found the answer in 


electric water heaters and, in this ar- 


ticle, H. W. Cooper gives his fifteen 


rules for getting in the business with 


both feet. 


ASTING about to find an ap- 
Cc pliance that builds load quickly 

one naturally thinks of water 
heaters. Now water heaters are 
strange fish to most Middle West 
commercial managers and dealers, but 
there was one man who knew them. 
He was H. W. Cooper, commer- 
cial and new business manager of 
the Wisconsin Power and Light Com- 
pany. H. W. Cooper had his bap- 
tism in hot water heaters out with 
the Washington Power Company 14 
years ago. Like Lochinvar, H. W. 
Cooper had come out of the West 
along with Vern Moon of Middle 
West. He had seen what water heat- 
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ers can do to build up power con- 
sumption. He had seen the Washing- 
ton Water Power kilowatt-hour con- 
sumption per customer go from 563 
to 1200 in five years and three 
months, thanks to water heaters and 
ranges. Faced with declining rates, 
it seems probable that in Wisconsin 
rates will be down to 3.9c by 1940. 
H. W. Cooper didn’t see why cus- 
tomer consumption couldn’t be pushed 
from 593 kw-hr. per customer to 1200 
in 1940. Water heaters filled the part 
of the answer and he know how to 
sell them. 

“We knew that ranges and water 
heaters had a high gross but we did 


not know how much net they would 
produce,” says Mr. Cooper. “The 
range saturation in our territory in 
1935 was less than 7 per cent. There 
were virtually no water heaters in 
use. The company had been coasting 
along serenely selling appliances but 
without thought as to what revenue 
these appliances would produce. 

“To give you an idea of how we 
switched over sales effort to appli- 
ances that produce revenue, look at 
this. In 1929 the Wisconsin Power 
and Light Company sold $1,037,512 
worth of merchandise, which built 
an estimated annual revenue of $34,- 
450. In 1935 we sold $619,709 worth 
of merchandise, which produces an 
estimated annual revenue of $87,360. 
That’s 2 times as much revenue — 
these figures include heaters, ranges 
and other items.” 

H. W. Cooper started his cam- 
paign by first outlining all the blun- 
ders that had been made in the past 
selling water heaters, and by planning 
to avoid them. Here are his rules for 
procedure: 


1. First find what kind of a water 
heater fits in the system. Believe it or 
not, a lot of utilities have gone out 
half-cocked on that point. Mr. Cooper 
took the hourly demand on the Wis- 
consin Power and Light Co. back 
for a number of years. He estimated 
where the peak would occur. He 
found he needed a heater that would 


be on 17 hours out of the 24. 


2. Next it is necessary to design a 
rate. The Wisconsin Power and Light 
Company hit on a rate of 133 kw-hr. 
for $2. That’s 1c. The ate 
calls for 8 mills over that. The aver- 
age use of a water heater is 250 kw. 
per month or 3,000 a year. That's 
a revenue of around $36 a year, or 
an average of 1.2c per kw-hr. A sepa- 
rate meter is employed to check con- 
sumption with an electric clock that 
cuts off the power at fixed periods. 
A top element in the water heater is 
left on continuously in case of emer- 
gency calls but the electricity con- 
sumed in this manner is not excessive, 


Mr. Cooper found. 


3. Hire a hot water specialist. 
Realizing that most of the utilities 
men were green on the subject of hot 
water heaters, Mr. Cooper immedi- 
ately decided that a hot water spe- 
cialist was necessary, to direct activi- 
ties and in choosing the brand of hot 
water heater to be pushed the fact 
that the company had facilities for 
training salesmen carried considerable 


weight. 


4. Build a sales manual. Wisco 
sin Power & Light Co. has 14 dis 
tricts, Tomah, Baraboo, Portage, Ber- 
lin, Ripon, Beaver Dam, Beloit, Mi 
eral Point, Monroe, Lake Geneva, 
Janesville, Fond du Lac, Sheboyga® 
and Clintonville. With a scatter 
sales force, a manual that the men 
could read was essential. 
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5. Install some “testimonial” jobs. 
Realizing that citizens of Wisconsin 
had no idea nor appetite for electric 
water heaters, Mr. Cooper planned 
to make his first thousand jobs -elo- 
quent testimonials for water heating. 
The hot water specialist carefully in- 
spected every installation, and a card 
for cach customer was made out show- 
ing the consumption, the number in 
the family and its habits so far as 
could be learned. Pictures were taken 
of the home and a record kept for 
the first 12 months of the trial. This 
record became a testimonial book. Mr. 
Cooper proceeded on the basis of stat- 
ing the advantages of electric hot 
water heaters, proving them and then 
getting commitment for future or- 
ders. The testimonial book was the 
heavy artillery of the campaign. It 
took time to get it together but it 
was worth it. 

Wisconsin Power and Light Com- 
pany has 56,396 meters. Of these ap- 
proximately 20,182 are gas customers. 
Some 25,000 more get gas from com- 
peting systems. Less than 5 per cent 
of these customers had automatic gas 
storage water heaters (real competi- 
tion to the electric heater). About 
34 per cent — 22,574 — had side-arm 
gas heaters in their basements. Nearly 
100 per cent had furnace coils or 
topsy stoves for heating hot water. 
These things are a nuisance to oper- 
ate. Electric water heaters obviously 
would mean a lot to at least 95 per 


cent of these prospective customers. 


6. Free trial offer. 





H.W. COOPER 
and VERN MOON 
two Lochinvars out of 
the West, specialists 
in hot water. 


Appreciating 
that customers would be slow in com- 





mitting themselves to something whose 
advantages were unknown to them 
Mr. Cooper immediately figured on 
a free trial offer. He estimated that 
about 15 per cent of those installed 
would be returned but 85 per cent 
would stick. Actually in 1935 17 per 
cent came back. Here are the boiled 
down details of the customer free- 





trial plan. The 1936 plan is being 
given as last year’s “bugs” are elim- 
inated. 


1. Period of offer runs from March 
16 to May 25. 


2. Customer may use water heater 
for a period representing one com- 








heating . . 


WISCONSIN 








furnace coil go into action! 


Perhaps you didn't know there was an extra mouth 
to feed in your home — yes, and a mighty expensive 
one too! 
low who has been fooling you for years He in- 

sists that he “gives” free hot water, eight months of 
the year — year in and year out... However, two 
large universities recently proved this to be a fallacy 
.. Their surveys show that one-fifth of the average 
family's coal bill is spent for “furnace coil” water 

In the average home this would approx. 

imate an expenditure of $24.00. Add to this the 

extra cost of heating wate: by some other method 

4 during the four summer months — and you'll find 

that you are paying practically as much money for 
an inadequate water heating service as it would cost 
you to have all-year-‘round automatic hot water — 

24 hours « day .. . So that you may learn for your- 


Plan” on water heaters, which allows you 
to “Try Before You Buy” This plan is in effect 
for a limited time only — so call at once and make 

arrangements to have your heater installed today 


POWER AND 





. It's Old Man “Furnace Coil” — the fel- 











AUTOMATIC 
WATER HEATING 


TRY before 
you BUY 


LICHT COMPANY 
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Old Massa Furnace Coil was the 
villain in Wisconsin Power adver- 
tising. 






plete meter reading, not over 60 days. 
(Last year’s trial was 90 days). 


3. Customer's credit must be 
checked in advance by salesmen. 


4. Only 30, 40 and 52-gal. heaters 
go on trial. 


5. Special forms must be signed up. 
6. No down payment required, cus- 
tomer paying only for cost of elec- 
tricity or gas. If not purchased heater 


is removed at company’s expense. 


7. Terms of sale: Regular installed 
prices. 


8. Installation made by dealers on 
a scandarad procedure. 


9. Company maintains and services. 


10. Salesmen get bonus and com- 
mission when sale is made. 


11. Dealers making trials get $5 
bonus when sale is made. Dealer also 
gets bonus on any sale made during 
trial period. 


12. Dealer may get water heater 
from company without carrying stock. 
He gets job of installation, plus $5 
bonus if sale sticks. 


13. When dealer obtains free trial 
agreement with one of his own heat- 
ters, the utility agrees to buy dealer's 
heater at invoice cost (not installed). 
If sale sticks, the company (utility) 
takes over entire contract including 
installation. 


14. When free trial is turned into 
sale, dealer bills utility for cash in- 
stalled price of heater less dealer's 
invoice price which was paid in the 
beginning of the free trial period. 
Contract with customer must be at 
installed cash list price, including car- 
rying charges of Y, of | per cent per 
month on unpaid balance. 


15. On installation cost, dealer will 
pay and will be reimbursed when trial 
is turned into sale. 

“By all means have your salesmen 
go over the proposition carefully with 
customers before permitting the free 
trial,” advises Mr. Cooper. “You can 
tell whether they are doing it by the 
way the trial orders come in. Nearly 
anybody will take something for noth- 
ing and in one district 100 trials came 
in to us in 24 hours. The story was 
not properly told, and in this place 
we had the most reverts. This year 
when the reverts exceed 10 per cent 
of his total sales, the salesman must 
quit the trial plan.” 


First $100,000 Month 


In one district of 1200 meters the 
story of the free trial was only told 
to 50 people. Most of the 1935 period 
was missed in this district simply be- 
cause the men weren't laying the 
story on the line. In 1934 salesmen 
were given $1.50 for each trial they 
brought in. This is out for 1936 and 
the salesman must wait until the deal 
is closed for his bonus and commission. 

Now for results of this water heater 
campaign. First of all, it resulted in 
the first $100,000 month for Wis- 
consin Power and Light Company 
since the depression. There were on 
the system some 694 hot water heat- 
ers in 1934. In 1935 852 hot water 
heaters were added. There were 670 
trial agreements signed, and 302 out- 
right sales. A hundred trial agree- 
ments were never materialized as the 
company was unable to get sufficient 
water heaters. Of 570 hot water heat- 
ers installed, 85 reverted principally 
due to lack of supervision of the way 
the sales story was told. Ninety-five 
per cent of the customers bought 50- 
gal. heaters, selling at $124.50 in- 
stalled. So successful was the Wis- 
consin Power and Light Company 
that another campaign is being lined 
up for the spring of 1936, which is 
the best time for a campaign — when 
furnaces are being allowed to go out. 
During the winter a rental-purchase 
plan was offered but didn’t work out. 
It was something new, the customer 
has to have a taste of it to be started 
into action, according to Mr. Cooper. 
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By Tom F. Blackburn 


NE has to go behind the social 
system to discover just why 
washing machines are now 


O 


selling to southern women who de- 


clared, five years ago, “What! an 
electric washer when I can get a 
mammy to do the laundry?” 

Picture if you will, southern society 
as a pyramid. Today, after the de- 
pression, the top of the pyramid still 
stands. The people who held the mort- 
gages have foreclosed them and are 
better off than ever. But that group 
which was right under the top of the 
pyramid has fallen back to form a 
new poor. Their misfortune has been 





the fact that they didn’t hold clear 
title to homes, that they were on sal- 
aries which tended to _ evaporate, 
lacked expert advice in selecting in- 
vestments, were unfortunate in bank- 
ing their money at the wrong places. 

Reduced to the quick in family in- 
come, the southern woman in this 
group has had to cut corners. And 
appropriately enough, the national 
magazines that she reads has made 
two corners particularly stylish to cut. 
Only old-timers can remember the 
Victorian attitude of women who 
dared not confess they did their own 
cooking or laundry. Fifteen years of 


For years the colored washerwoman blocked washing 


machine sales 


ft’s Y\mart to 
Own a Washer 








A dealer today needs more than one type of appliance, 
says T C. JONES 


plugging by magazines has changed 
this attitude to a belief that it is smart 
to do these things. 

T. C. Jones, operator of three elec- 
tric appliance stores in Fort Worth, 
Texas, came along at just the right 
time to cash in on this change of 
attitude. While the new poor of the 
south might feel that it was degrading 
to lean over a washboard and do a 
mammy’s job, it seemed clever to 
wash clothes in an electrical machine. 
T. C. Jones had washers to sell and 
as a result he is crashing through, 
much to the amazement of many a 
southern storekeeper who has declared 
repeatedly that electric washers can- 
not be sold in the South. 

“Ah does your washing for a dol- 
lah,” says the colored woman. “Yes, 
and do you want washing pounded 
and boiled, handled under unsanitary 
conditions, exposed to bedbugs?” 
counters the washing machine sales- 
man. 


First break in the Jones drive to 
sell washing machines came from the 
washaterias. In the pinch of hard 
times, a number of Fort Worth fam- 
ilies owning electric washers rented 
them out at 35c a washing. The idea 
succeeded and the first thing the wash- 
ateria owner knew, he had three or 
four machines sitting around in his 
back yard, all running at once. This 
turned out to be a fine sampling de 
vice for Jones. For once a womai 
had put her laundry through an elec- 
tric machine in a washateria she had 
an idea of what it would do for her 
and became a ready listener to 4 
proposition. 

Jones’ thirty salesmen keep their 
own prospect list. Mr. Jones figures 
that a salesman needs 300 suspects, 
50 prospects and 20 users to make 4 
living. Each salesman is limited to > 
prospects on the books and protected 
for 30 days on each prospect. 

Easy terms and a sliding scale o! 








Easy Terms and a Slidi 

SALESMEN PRICE OF 

GET MACHINE 

10%, $59.50 

10°/, 69.50 

12%, 79.50 

12%, 89.50 

13%, 109.50 

13%, 119.50 

15%, 139.50 





ng Scale of Commissions 


DOWN MONTHLY 
PAYMENT PAYMENT 
$10.00 $4.82 for 12 mo. 
20.00 419" 18 “ 
. 479" 18 “ 
20.00 4.18 “ 18/24 mo. 
417 “ 18 mo. 
20.00 450" 30 “ 
20.00 447“ 3% 
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SALES OF WASHING MACHINES 


in Southern States 


REY SE: 
1,883 


North Carolina 
South Carolina 
Tennessee 
Mississippi 
Alabama 
Georgia 
Florida 
Arkansas 
Oklahoma 
Louisiana 
Texas 


commissions to the salesman encour- 
age both customer and salesman to 
ell higher priced models. The store 
has five plans for selling. The firm 
policy is to let the customer take his 
choice. He can pay cash and save 
about $25 interest on a spinner for 
example. He can get 12 months with 
10% down, he can get 12 months 
with nothing down, he can have two 
years or three years to pay. The sales- 
man is instructed to quote all the 
terms and let the customer choose 
what he likes. 

“We do all of our work outside,” 
says Mr. Jones. “It has been my ex- 
perience that the prospect who walks 
into the store is no good. The pros- 
pect who is hunted is a jewel. For 
example, O. B. Lennan sold 168 elec- 
te refrigerators last year. He actu- 
illy sold 25 jobs from*cold canvass 
and the user sold the rest of them 
lor him. The salesmen do not take 
amy time on the floor but get credit 
ita sale is made to one of their 
Prospects.” 

At the time Electrical Merchandis- 
ng talked to Mr. Jones the firm had 
been selling washing machines for two 
months. Twenty out of the 37 were 
taming a living and ten of the men 
were getting more money than they 
could command on a salary. Surpris- 
ingly enough, there are not many 
young fellows among the salesmen. 

“The 30 spot radio announcements 
we make a day don’t produce many 
direct leads,” says Mr. Jones. “We 
only get about five calls a day. We 
get that many walk-in calls in the 
ores alone. Nevertheless the radio 
advertising is valuable as it keeps get- 
ting into the homes all day long, often 
when one of our men is there. In Fort 
Vorth, as elsewhere, housewives keep 
their radios going all day long.” 

ew of the salesmen have cars, as 

'. Jones believes a car is a tempta- 
on to hurry past a lot of prospects. 
Qn the other hand the supervisors 
se them in taking the men to and 
‘rom the neighborhood to be worked. 
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Ft. Worth washaterias tipped Mr. Jones off that the time was ripe for washers 


“The supervisor usually makes out 
a contract in advance and when he 
breezes in to help the salesman he 
takes his pen out,” relates Mr. Jones. 
“Usually the prospects ask ‘What the 
hell is this?’ and the supervisor coolly 
tells him that he has come to take his 
order. Incidentally the supervisor sets 
the allowance for the trade-in for the 
salesman and which usually runs from 
$5 to $9.50. Few southerners have 
washing machines however, so this is 
not a factor.” 

In a new country naturally a good 
many demonstrations are asked for. 
The house makes it a point to check 
the man’s credit before demonstrating. 
The cost is 25¢ a report, but it is 
well worthwhile. Working with the 
men is a trailer and sound truck. Its 
appearance in the neighborhood is usu- 
ally good for three extra sales a day. 

Any salesman selling three ironers 
with washers gets a $5 bill extra. The 
housewife can buy a $59.50 washer 
and a $59.50 ironer for no money 
down. This is a $119 sale. If they 
buy either of them singly they would 
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That’s the new psychology helping to 


break the tradition of the colored washer- 


woman in the South, says T. C. Jones who 


operates three appliance stores in Fort 


Worth, Texas. 


-, 


have to pay $10 down. The records 
show that the firm is selling about 
one ironer to every ten washing 
machines. 

Most of the experience of T. C. 
Jones has been with electric refrigera- 
tors. Fourteen years ago he started 
his own business in Fort Worth. 
Previous to that he had come to the 
C. C. Miller Piano Company off the 
farm and sold Gulbransen player 
pianos. After nine years of that he 
started with $400 of his own, bor- 
rowed $600, and launched his busi- 
ness. He took on radio in 1928. In 
1931 he added the Grunow refrig- 
erator. 

“Although we did quite a business 
in refrigerators, nevertheless 1 feel 
that an electrical dealer must have a 
diversified line,” said Mr. Jones. “We 
have an ideal setup in Fort Worth 
for refrigerator sales. Food will spoil 
here in all but about 13 days a year. 
Still the refrigerator is not an all-year 
proposition. When we bought washing 
machines I learned something new 
about refrigerator salesmen — it is 
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hard to switch him to other lines. He 
doesn’t like to work on small items 
and prefers to live off his profits on 
refrigerator sales. 

“Refrigeration today is dipping into 
the lower strata of population. We 
can see it by the credit reports that 
come in on our prospects. Fort Worth 
families with incomes of $2500 to 
$3500 a year I estimate are 90 per 
cent sold. Families with incomes of 
$1500 to $2500 are 50 per cent sold. 
Those with incomes from $800 to 
$1500 are only 20 per cent sold. Our 
average refrigerator sale today does 
not run more than $180.” 

The virginity of the washer field 
is what. first attracted Mr. Jones 
He estimates that less than 71/) per 
eent of Fort Worth families own 
washing machines. Those with in 
comes from $3500 to $10,000 have 
a maid to do their washing for them. 
Families with incomes of $1800 to 
$3500 a year send their washing to 
the laundry, or employ negroes. Fam 
ilies with incomes of trom $1000 to 
S1800 do their own washing. 
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PROCTOR 931 
The new Snap - stand 


NEW PROCTOR 


NEW BEAUTY ¢ NEW 
COMFORT ¢ NEW PROFITS 


1000 watt Speed Iron 
... longer cork handle 
for greater comfort, 
streamline design, 
Dreadnought Heating 
Unit, permanent cord 
connection. 


Today’s fastest, most efficient electric irons now take on new 
beauty, new comfort! Modern, practical, Proctor design 
does not compromise with utility . .. with speed and effi- 
ciency...no sacrifice, for instance, of the clear-vision rear 
or the Proctor cool cork handle, which has been length- 
ened, becoming more emphatically the mest comfortable 


handle ever designed .. . 


and all other important and 


exclusive Proctor features have been retained! These new 


Proctor irons . . . in addition to the present 
models .. . will give you the line that 
leads for summer business! Write for de- 


tails of Proctor promotional plans. Proctor 
& Schwartz Electric Company, 7th and 
Tabor Road, Philadelphia, Pennsylvania. 


ELECTRIC APPLIANCES 
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PROCTOR 942 

The new 1000 watt 
Speed Iron . . . same 
design and features as 
931, with clear-vision 
heel rest in place of 
the Snap-stand. 


PROCTOR 943 
The new 800 watt 
Automatic . . . same 
design and construc- 
tion as 942, except 
lower wattage. 


PROCTOR 953 


, The new Deluxe Heat 


Meter Iron (non-auto- 
matic) . . . tells when 
the heat is safe. Stream- 
lined. Long cork han- 
dle. 10,000 cycle cord 
with switch plug. 


With these new automatic irons, Proctor is 
making a liberal money-back offer to help 
make your summer's iron sales the biggest ever! 






































Styled for Service 
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ya record floods 





of March brought some 
new problems to the 
power company, distribu- 


tor and dealer. 


Under Water 


By Laurence Wray 











} EXTREME LEFT 
Truckload of new ranges loaned by 
a distributor going ovt to replace 
flooded ranges while the flooded 
ones are awaiting reconditioning. 
ELECT : 
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LOODS, like fires, are pretty 
Hm ancient history by the 

time you get around to setting 
down sober facts and detailing the 
effect of angry waters through peaceful 
valleys. But the floods of March cov- 
ering as they did such wide areas 
throughout the east, creeping up on 
towns that had reason to feel they 
were immune and destroying hundreds 
of millions of dollars worth of prop- 
erty, touched the interests of the elec- 
trical industry nearer, perhaps, than 
any other. 

Electric light, the common denomi- 
nator of the industry’s service to the 
public, was most severely effected. 
And if the interruptions to service 
were of only brief duration as they 
were in some cases, or for compara- 
tively lengthy periods as they were in 
others, then that fact brought home 
to the public how closely their lives 
and fortunes were tied up with elec- 
tric power. But, in these modern 
times, interruptions to service spell 
more than’ temporary darkness to 
homes, stores, factories, hospitals, ho- 
tels and other institutions. They spell 
paralyzed power. And electric power 
enters into almost every phase of mod- 
ern life. 

In the home, the family can get out 
candles and potter about in the half- 
dark—but they can’t listen to the radio 





to entertain them during the crisis; 
they can’t cook food on electric ranges, 
keep the food preserved in the refrig- 
erator, wash and iron clothes, heat 
water or do any of the multitudinous 
things they have come to depend on 
since electricity came into the picture. 
It’s all very temporary, of course, and 
in the space of a few days life proceeds 
again at a normal rate. 

We saw some of this in a little 
trip down through the Connecticut 
Valley. At-Greenfield and Springfield 
and Middletown and Hartford—cities 
where men fought to keep water out 
of generating stations, where dams 
and dykes built around power houses 
and, finally around even the boilers. 
But the muddy mark of the waters 
reached up relentlessly until the places 
had to be abandoned. Then the cities 
would go dark. 

There was nothing to do finally but 
wait for the waters to subside. That 
was when the real work began. Thou- 
sands of electric meters under water 
in cellars of homes and plants. Trans- 
formers ruined beyond repair. Fuse 
boxes rusted and wrecked. 

In most of the places visited, stores 
of dealers and distributors had not 
been much affected. Water had 
reached a lot of them but not before 
the men had time to get appliances 

(please turn to page 81) 
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ABOVE 
Reconditioning a customer's range 
which was completely submerged. 
About 30 were serviced in this man 
ner by the United Electric Light 
Co., Springfield, Mass. 


LEFT 
Customers’ ranges from flooded 
creas in Springfield and West 
Springfield. Each of these was com- 
pletely under water. Here they await 
reconditioning. 
















dvertising and 


Sales DOMINANCE make EASY 


EASY leads in NEWSPAPER ADVERTISING! 


EASY Washers and Ironers have occupied more advertising 



















1 space in the nation’s leading newspapers than any other make— 
during the entire six-month period since the introduction of the 


1936 EASY line! 








EASY breaks all SALES RECORDS! 


2 EASY sales for 1935 were far ahead of any previous year—yet 
EASY sales in 1936 to date are again way ahead of the same 
period in 1935! 











EASY dealers make MORE MONEY! 


3 EASY dealers sell more washers and ironers for $100 and over 
—thousands of typical records show unit sale averages 35% to 
70% above the average of other makes. 
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EASY Washer Model 4B— 
Enables EASY dealers to offer 
a $100 washing action for 
$49.50—the finest popular- 
priced washer on the market. 
3-zone washing action pro- 
duced by EASY patented 
TURBOLATOR. New silent 
gear case. Bigger tub. Washes 
larger loads. Automatic wring- 
er with strike type rel Di- 





rect gear drive—no belts to 
break or slip. 




















| 


EASY Washer Model 1B—Com- 
bining EASY Spiralator (patented) 


. ——— action and the new Super- 


Safety Y Dual-Release Wringer. 
The world's fastest and finest 
wringer type washer—with more ex- 
clusive sales-clinching features than 
any other wringer type on the mar- 
ket. Free floating washing action 
washes all the clothes all the time. 
Washes 50% more clothes in one load 


4 —50% more in the same amount of 


water. Dual-release wringer (greater 
safety) is 100% automatic. Visible 
action. Balloon rolls. 


EASY Mode! 2DS — Combines patented |¥ 
EASY Spiralator washing action with exclu- 
sive EASY Damp-Dryer Extractor. Absolute 
safety to operator and clothes. Saves half the 
time from tub to line and saves time on the 
line. Saves clothes—saves money. Damp-dries 
everything — even feather pillows. Electric 
pump—no water-lifting. Available also with 
vacuum cup washing action. 























EASY dealers are going places! They are setting up new sales 
records in the washing machine business for others to shoot 
at. EASY is the money line of 1936. Dealers are getting 35% 
to 70% more money per sale than the national average sale 
of all other washers. A better price for a washer means a 
better profit for the dealer. 

EASY dealers get real sales codperation from the home 
office. More and better newspaper advertising. Giveaways 
for special events and door openers. Everything that it takes 
to find good washing machine prospects, plus the product 
and sales ammunition to turn these prospects into buyers. 

Maybe the franchise is open in your territory. Investigate 
now. Write or wire to see this book— it gives you the com- 
plete story of ‘“The Money Line of 1936."’ Address Easy Wash- 
ing Machine Corporation, Syracuse, N. Y. 





EASY Itroner Model 61 — ‘‘Takes the 
other half of the work out of washday.”’ 
Proved in thousands of homes. Easy to 
operate. Operator sits down while ironing. 


Modern beauty, looks at home in any 
room. Easily rolled from room to room. 
Cuts Aours off ironing time—eliminates 
ee all of the drudgery. Thermostatic heat 
controls. Knee and fingertip controls. 
Specially treated shoe finish. Over-feed 
roll—visible ironing. Instant roll stop. Ex- 


tension shelves. Folding table top. 


Also a complete line for rural districts 
eee ; where electric power is not available. 
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Free Service Offer 


The Homemakers’ Service of Madison, Wisconsin 
solved the canvassing problem by offering one 


free service call on appliances used in the home 


COLD canvassing plan, by 
means of which the salesman 
gains admittance to about 90 


per cent of the homes and makes the 
householder like it, is employed by 
the Home Makers Service, dealers in 
household appliances, 116 N. Fair- 
child Street, Madison, Wisconsin, ac- 
cording to F. L. Balthazer, sales 
manager. 

The method is a simple one. Each 
salesman, as he leaves the store in the 
morning to make his rounds from 
house to house, is given 25 appliance 
survey cards as well as 25 tags, meas- 
uring about 2% by 43% inches, with 
reinforced eyelets. As the canvasser 
approaches the housewife, he does not 
announce himself as a salesman, but 
offers one free service call on appli- 
ances used in the home, if he be per- 
mitted to attach one of the tags to 
the appliance. 

The average householder, Mr. Bal- 
thazer advises, does not see any ob- 
jection to the attachment of the tag, 
since she is assured of getting some- 
thing for nothing in the way of free 
service the next time the appliance to 
which the tag is attached needs at- 
tention. In this way-the salesman 
readily gains access to the kitchen or 
basement, without much urging or 
lengthy sales talk. 

The salesman fastens the tag to the 
appliance by means of a piece of wire 
and a lead seal, the sealing process 
being completed with the use of a pair 
of pliers which each man carries. The 
lead seal, Mr. Balthazer declares, 
being similar to those used on electric 
meters, seldom fails to make a good 
impression on the housewife, and it 
stays on, whereas a tag tied to the 
appliance by means of a piece of string 
would be torn off readily. 

On one side the tag reads: “Free. 
One Service Call on this Appliance. 
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Authorized Sales and service for 
Washers and Ironers. Gas Ranges. 
Radios. Electric Refrigerators. Vac- 
uum Cleaners.’ On the reverse side 
the name of the company, with ad- 
dress and telephone number, is given. 

The salesman explains that all the 
housewife has to do the next time an 
appliance, no matter of what make, 
gives trouble, is to telephone the 
Home Makers Service and the service 
call is available without charge. In 
many cases of such trouble calls, Mr. 
Balthazer states, the appliance is taken 
to the service department at the store, 
and repairs made as promised by the 
salesman. Frequently the appliance is 
of an antiquated type and has outlived 
its usefulness, and that is where the 
real work of the salesman comes in. 


| pens Doors 








Customers are attracted to the store by the free service offer as 


shown above where a refrigerator demonstration is 


In cases where the repair work can 
be done in the home, it is cheerfully 
handled that way, as it gives the sales- 
man a good opportunity to explain the 
operation of a modern appliance com- 
pared to the old one, and this results 
in a considerable volume of sales of 
new appliances in the course of a 
year, according to Mr. Balthazer. 

Of course, the main object of get- 
ting into the home is to make a sur- 
vey and to record, on the card each 





Aum interior view of the store of Homemakers’ Service, Madison, Wis. 


While the machine is in the service 
department, he calls on the owner and 
explains the condition of the appli- 
ance, and, if it is beyond repair, offers 
to send a modern one on trial to the 
home. 


man carries for that purpose, any pos- 
sible future prospect for the sale of 
appliances. In addition to the usual 
information shown on such cards by 
canvassers, the one used by the Home 


Makers Service has columns to be 


im progress. 


filled in by the salesman, indicating 
the make and age of the appliances in 
service, and whether or not the house- 
holder is or will be interested in the 
purchase of additional appliances or 
replacement of an old one, and if so, 
about when the matter could be taken 
up. 
With the use of this appliance sur- 
vey, Mr. Balthazer expects to have a 
complete census of appliance users 
and prospects for new purchases with- 
in a short time. The willingness with 
which the average householder gives 
the information to the salesman is, 
he says, attributable mainly to the 
offer of the free service call. 

Ten salesmen are employed by the 
firm. Mr. Balthazer states that best 
results are obtained by making each 
man a specialist in his line by careful 
training, instead of expecting all sales- 
men to handle the entire line. The 
men are trained under the supervision 
of supervisors. Of the four super- 
visors, each is held responsible for the 
sale of the line of appliances assigned 
to him. 

Any prospects uncovered by a sales- 
man, calling for an appliance, the sale 
of which is not assigned to him, are 
turned in to the office. Such leads are 
then turned over to the man special- 
izing in that line, without compensa- 
tion to the man uncovering the lead, 
unless by special arrangement through 
the sales manager. This method is 
working out very satisfactorily, Mr. 
Balthazer advises, as each salesman 
usually gets his own share of leads 
from other salesmen. 
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Dolling Up 
TRA DE-INS.. 


$3.50 in repairs 
puts on $10.00 in 
profit, Little Rock, 
Ark., dealer finds 


HE time has arrived when a 

trade-in must be considered 

on appliance sales. Fail to 
salvage all you can from a trade- 
in and you take a 10% loss on your 
deal. Clip 10% off a dealer's 40% 
markup and that is quite a chunk 
out of any man’s money. 

Were there any handwriting on 
the walls of the Boren Bicycle Shop, 
Little Rock, Arkansas, this would 
be it. For 15 years Ben Boren was 
a road salesman for Shapleigh and 
Simmons, St. Louis hardware whole- 
salers. In 1921 he opened his own 
business in Little Rock, and since 
1929 has handled electrical appliances, 
doing a third of his total volume in 
them today. 

“I found in my own store it was 
harder to practice than to preach this 
trade-in .philosophy,”’ says Mr. Boren. 
“Trade-ins have a way of stacking 
up on you while you are devoting 
all your attention to moving new 
merchandise. Gradually it dawned 
on me that trade-ins that are dusty, 





dirty and as disreputable as they 
come into the store are hard to dis- 
pose of. Most storekeepers tuck 
them away in a corner and violate 
every law of selling when it comes 
to moving them. 

To a poor housewife with $2 or 
$3 knotted up into a handkerchief, 
the purchase of an old trade-in is 
as important a transaction as the sale 
of a new one is to women up on 
Capitol Hill. Ben Boren saw that 
he would have to do as good a job 
in selling and presenting trade-ins 


as he did new merchandise if he ex- 





A pair of legs costs $3.50 — added $10 to value of this old refrigerator. 
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An air brush can brighten up a trade-in in the 
twinkling of an eye. 


Too many dealers for- 
get all rules of mer- 
chandising with trade- 
ins, says Ben Boren. 


pected to keep the floors cleaned up. 

First of all came the shop. With 
an equivalent of less than $500 worth 
of tools, Service Man E. J. Ford, 
is able to strip the grime off an old 
appliance, go over- the wiring, re- 
place worn parts and finally spray 
the exterior until it has a new, snap- 
py look. In fact, if it were not 
obviously an old model, and if there 
were not minor bumps received in 
service, one could hardly tell it from 
the new article. 

“Take an electric refrigerator 
which we could not move at the 
trade-in price in an ‘as is’ condition, 
and spend $10 to $15 dressing it 
up,” said Mr. Boren, “and we can 
get a full retail profit on top of 
our trade-in and repair cost allow- 
ance. For example, it pays us to 
put legs on old refrigerators.” 

On radio the house is able to 
make enough to get out their over- 
head on a set and not take a loss 
on a new sale. Practice is to allow 
up to 15 per cent trade-in allow- 
ance on radios selling under $50. 
If over $50 the trade-in runs any- 
where from 20 to 25 on the pur- 
chase price. The average is around 
20 per cent. A man buying a radio 
for $50 is allowed around $12. 
Trade-ins must be in operating con- 
dition. These jelopies, thanks to a 
touch of varnish and a new tube 










or two, will bring anywhere from 
$6 to $8 off the floor, according to 
Mr. Boren. 

The Boren store has channels for 
disposing of merchandise which it 
considers too junky to sell itself. Old 
ice boxes which do not merit over- 
hauling or refurbishing, the firm 
sells to country dealers at about $3.50 
a piece. Anywhere from $2.50 to 
$5 have been allowed on them as 
trade-ins. 

There exists definite channels in 
the Southwest for distribution of 
second-hand merchandise. Boren & 
Company are taking advantage of 
these outlets for second-flight radio 
and ice box trade-ins. Down on 
West Seventh Avenue, Little Rock, 
there are a number of second-hand 
dealers who really work as distribu- 
tors, picking up trade-ins and _ ship- 
ping them out to such places as 
Star City, Ark., and other spots up 
in the hills. Borden deals with 
George H. Berger of Holloway & 
Co. An Atwater-Kent or other type 
of console in working condition will 
bring him $6. Holloway & Com- 
pany in turn sells to small town sec- 
ond-hand dealers for anywhere from 
$7.50 to $8.50, and in turn the set 
is retailed at anywhere from $16 to 
$25, the primitive folks preferring 
a very shiny console to a more mod- 
ern midget. 
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APP THESE UP, AND THEN ADD ONE MORE: the addi- 


tional acceptance that General Electric motors will give your 


products. These five factors mean SALES AT A PROFIT! 
LET G-E MOTORS HELP YOU SELL 


Your prospects know appliances by reputation, and associate 
high quality and good service with names well known in the appli- 
ance industry. In a similar manner they associate General Electric 
with the best electric equipment, for General Electric has been 
making fine motors for appliances as long as there has been an 


appliance industry. 


Hence it’s like adding 2 and 2— good appliances plus good 
electric equipment, and the recognized reputation of the appliance 
manufacturer plus the recognized reputation of General Electric. 
They make an unbeatable sales combination in any business. General 


Electric, Dept. 6B-201, Schenectady, New York. 


070-114 


GENERAL &@ ELECTRIC 
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What a Refrigerator Salesman Looks For 


as 


Rapid growth is possible through salesmen, 
also rapid deterioration, says Jim A. Leach 


UT in Los Angeles, that 

sunny health resort, a wit 

once said, “I wish the tour- 
sts would send us their money and 
tay home.” I imagine many a dealer, 
on like fashion, has wished he could 
nake his money without having to 
other with salesmen. To him they 
vem always looking for advance 
noney, running off to movies, and 
naking promises he cannot carry out. 

For once, consider the salesman’s 
point of view, and the things he does 
wot like in the dealer. If a better un- 
lerstanding could be reached, every- 
body would be happier and money 
ahead. 

Nearly all my business life I have 
heen a refrigerator salesman. Last 
vear | was fortunate enough to be 
rated as one of the ten best Frigid- 
ire retail men in the country. The 
business has been good to me, and no 
one can say my remarks have been 
nspired by sour grapes. So I’m go- 
ng to speak up a few words about 
the fellow who answers the want ad 
for a salesman, and what his troubles 
are 

(One of the temptations that besets 
i dealer is the feeling that the sales- 
man is getting too much money. 
Why not cut in on him? It looks 
easy. Apparently the salesman is help- 
less. But, brethren, there is a catch 
im if, 

In my city, a town of 250,000 
there has not been a single refrigera- 
tor dealer who has stayed in the busi- 
ness for eight consecutive years, so 
lar as | know. Of course there have 


been many reasons for this. One of 
the chief forces, in my opinion, that 
has moved these dealers off the map 
has been their method of treating 
salesmen. They have been victims to 
the “like it or lump it” policy. Easy 
as it seems, it can't be done. For the 
salesman has the last word in such 
matters, believe it or not. 

My home town probably has 150 
men selling domestic refrigeration. Of 
these about 50 are making a fair in- 
come, month in and month out. Yes, 
1 know, there are several hundred 
morning glories coming. into the field 
all the time, but they go out just as 
fast. Kor practical purposes, one might 
say there are 150 salesmen on the job 
year in and year out in this city, a 
third of them good performers. From 
these good men come the bulk of the 
sales. They tend to gravitate to firms 
that treat them best, that give them 
square deals. The dealer who gyps 
his salesmen awakes one fine morning 
to discover he can’t get real producers, 
can't attract them for love nor money. 
His name has become “Mud”. He 
struggles with novices and before long 
passes out of the picture. 

In the stress of doing business there 
may be dealers who are not aware 
that what they are doing is consid- 
ered a dirty trick by the salesmen. 
For their benefit, I’m going to tell 
about two or three offenses from the 
salesman’s viewpoint. 

Last season in my home town the 
average sale ran around $209 for a 
6 cu.ft. box. Nearly all prospects had 
an old ice box to trade in on the 
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in his 
BOSS 


A dealer who 


gyps his men has 
a future loaded 
with dynamite 


as told to 
Tom Blackburn 


by 
JIM A. LEACH 


Prize winning Frigidaire 
retail refrigeration 
salesman in 1935 


deal. Some houses refused to take the 
trade-in, and in order to close the 
deal the salesman nearly always had 
to allow the $10 trade to be deducted 
from his commission. The commission 
on a $209 sale is $20.80 to the sales- 
man. That brought him down to 
$10.80, and he had an old ice box on 
his hands. As a result, the salesman 
had to waste a lot of time trying to 
get rid of his old box, and not only 
was gypped on his commission, but 
took a loss on the old ice box as well, 
which brought down his average earn- 
ings. ; 

Another nuisance is the dealer who 
grabs sales. No dealer with outside 
salesmen on a commission basis should 
ever take credit for a floor sale. That 
couple coming in the door is nine 
times out of ten a preferred prospect 
who has been worked on directly or 
indirectly by a salesman. 

The gas money problem is another 
cause of trouble. If sales couid be 
picked up like sea shells, there might 
be a reason for the dealer forcing the 
salesman to pay for the gasoline used 
in his car. But it so happens that sales 
are slow affairs, gradually fertilized 


into blossoming. There is a lot of 
tootwork a man does that he never 
profits from, but which eventually 
reaches the store. I travel around 
1,000 miles a month and four-fifths 
of this mileage is on company busi- 
ness. It costs me $25 a month to 
operate a car, and why a house should 
expect the salesman to carry 100 per 
cent of the load on this missionary 
work is a matter that is a mystery 
to me. 
There is a dealer I know who 
wrecked himself by not sticking to 
his agreement with salesmen. His tac- 
tics are this: In summer time he has 
anywhere up to 15 men and puts 
them on a salary. As you know, sales 
run up to a peak in hot weather and 
commissions would be high at this 
time. Then when winter comes along 
he either drops these fellows or puts 
them on commission. In effect, the 
dealer steals from them their chance 
to make a profit out of the business. 
The last time I heard of this fellow 
he had been bitten by one of his own 
salesmen. It appeared that the man 
went out and sold a lot of refrigera- 
Please turn to 
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HERE’S THE FAN 


that’s making 


FRONT PAGE NEWS! 
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€ Revolutionary New | 


SAMSON 24 FAN 


with Flexible RUBBER Blades! 


It's a fact—the Samson Safe-flex Fan is literally making the front | 
pages of leading newspapers... breaking into the columns of impor- | 
tant writers...featured in the news reels...gracing the pages of 
scores of national magazines! Everybody is reading about it... 
talking about it... wanting it...and our factory is already swamped 
with orders! 


Don't wait—get your order in—and be ready for hot-weather sales and profits! 
Remember, the Samson Safe-flex is the only really SAFE fan ever built. Its 
patented. flexible rubber blades CANNOT cause injury! Its streamlined design 
and absence of guards make it a thing of beauty. It's NOISELESS! And it 
retails for only $7.95! No other fan offers you such sales features—and in 
addition Samson's dramatic nation-wide Radio and Postal Telegraph Plan 
actually SELLS FOR YOU. But to benefit from it you must have Safe-flex Fans 
in stock. So act NOW! 


7-0 tO}. EO 5 8 i 3D OLO) 810). 9-Ue le) 


Dept. EM 5— Rochester, N. Y. 
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What a Refrigerator Salesman 


Thinks About His Boss 





tors, turning in phony payments, and 
phony signatures. The salesman has 
his commission now and is gone. He 
was driven to such a stunt largely by 
dire necessity. 

Next in line among dealers is the 
chiseler. This fellow is common in 
smaller towns. The salesman goes out 
and rounds up some good leads. It 
often happens the customer tries to 
dicker for a better price. Mr. Dealer 
puts his arm affectionately around the 
prospect and tells the salesman that 
since Joe is so good a friend of his, 
he’s got to take care of him. He 
passes on the discount all right, but 
it unfortunately is the salesman’s en- 
tire commission. There is one small 
town of 5,000 near here that is black- 
listed by every salesman I know. 
Everybody in the place is a friend of 
the dealer's and salesmen starve to 
death in that burgh. 


Too Many Salesmen 


The real estate racket can be cred- 
ited, I think, with giving electrical 
dealers one idea. That is, the stunt 
of hiring too many salesmen. The 
dealer's thought is that the more men 
he has the more business he will get. 
He doesn’t care if his salesmen do 
starve. The men put up a desperate 
fight to avoid starving, and the result 
is that -the dealer's place of business 
is a scene of wrangling. Customers 
are called up and dragged into the 
picture, and in the final analysis sales 
are scalped right and left. The hungry 
salesman will put in plenty of time 
thinking of ways and means to gyp 
the dealer, and he usually succeeds. 
No dealer has any business employing 
more than one salesman for 2,500 
meters. When there are too many 
salesman hired this means a big turn- 
over. The salesman, being no chump, 
takes his prospects with him. And 
since a lot of prospects take from 
two to five years to develop, this 
turnover means a lot of good will 
goes right out the front door. 

The dealer that doesn’t play ball 
with his salesmen goes broke simply 
because he does not appreciate what 
salesmen mean to him. Selling single- 
handed, the average dealer will do a 
business of around $10,000 a year 
on domestic refrigeration. That's 
about $2,400 gross profit. With four 
salesmen he can move around 200) 
boxes a year at an average price of 
$200. That is $40,000. After paying 
his salesmen 10% or $4,000 the deal- 
er has a gross profit of $4,800 in- 
stead of $2,400. His own energies 
have been released for management 
and other work, and the multitude 
of contacts made with these men are 
eventually going to grow into a big- 
ger business in the future. 

The average salesman in my home 
town has to have a car, which costs 
him on the average $300. His car 
isn't good for more than three years 
and he spends about $25 a month for 
gasoline and upkeep. He has to kick 
in $5 for every tip he gets. The 
average salesman usually moves 
around 50 boxes a season at an aver- 
age of say, $200 per refrigerator. 
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Let’s sec how he figures out: 
$100 depreciation on car 
300 gas, oil, tires, repairs 
50 tips to users at $5 each 


$450 personal cost to salesman for 
selling 50 boxes, or $9 a refrigerator. 

Let us say his commissions will 
give him $1,000 gross income. Deduct 
this $450 expense and you find for the 
12 months his income has been around 
$500 or about $45 a month. Mind 
you, I’m talking about four or five 
calls to a sale. 

Perhaps you would like to know 
how I would go about building up 
a good sales force, a contented, happy, 
business-building sales force. First of 
all, 1 would get men with some repu- 
tation for performance. I would pay 
them $15 a week for three months. 
On this basis I would not allow any- 
thing for gas money. If a salesman 
is not worth a drawing account he 
is N.G. Any good salesman has any- 
where from 50 to 100 users who are 
plugging for him. Forty per cent of 
his prospects will come from users, 40 
per cent from tips which he pays for 
and the balance from cold canvassing. 
A man worthwhile will be producing 
his keep within 90 days. 

The good electrical dealer has a 
prospect file. In fact, a store without 
one is a bad place from which to 
work. These prospect names should 
be kept on cards and no card allowed 
on the prospect until the salesman has 
made a personal call on him. There 
should be a girl around the store whose 
jch should be to keep this prospect 
file up to the minute. The salesman 
should write a report on each pros- 
pect seen. Each salesman should be 
allowed 50 names and 30 day pro- 
tection without good reason. Zon- 
ing of territory is O.K., with ap- 
proximately 2,500 meters per man. 
Drop-in trade should be rotated 
among the men. In an ideal setup the 
man who closes a floor sale should 
get 2 per cent regardless of terri- 
tory. Each man should have a floor 
day a week. In my opinion the elec- 
trical dealer who gets somewhere 
should have supervisors, paying them 
$25 a week, gas and oil, and a set- 
tlement at the end of the year of 4 
per cent on all sales. Supervisors 
should be allowed 10 per cent on 
sales they make single handed. The 
supervisor should be at the call of 
any salesman to help him out. It is 
amazing what a little support will 
bring in. 

If the refrigerator sale sticks six 
months I think there should be no 
penalty to the salesman’s commission. 
If it reverts after three months the 
salesman should lose one-half of his 
commission. If it reverts in two 
months, the salesman should get only 
one-fourth of his commission, and if 
it kicks back in a month, the sales- 
man has no business getting any com- 
mission at all. Some day it will be 
known that the dealer and the sales- 
man stand or fall together, and the 
longer they work together the better 
off both are. When that day arrives 
we will have a much sounder clec- 
trical dealer structure. 
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Salesmen 


Selling 


By J. M. Evans 


Vanmager, Evans Electric Appliances, 


Birmingham, Alcbama 


“Training men to sell a complete line of appliances, zoning 


territories and insisting on a minimum volume per sales- 


man of $1,000 per month has brought us increased profits.” 


IVERSIFICATION of lines 

has unlocked the door to in- 

creased profits for us in the 
sale of electric appliances during the 
past few months. We sell everything 
trom lamps to commercial refrigera- 
tion and air conditioning, in fact more 
than a score of items and including of 
ourse such major appliances as refrig- 
erators, ranges, radios, washers and 
ironers. 

We diversify our lines not so much 
as a buffer against seasonal slumps, 
but to give our salesmen more items 
to sell, so they can keep on selling 
old customers as. well as new ones. 
The time has passed to our way of 
thinking when a specialty store sales- 
man can profitably sell just one appli- 
ance in the home and then go looking 
for greener pastures elsewhere. Such 
a procedure overlooks the fact that 
the average home has a need for many 
electrical servants. 

With such a varied line we have 
zoned our salesmen so they will work 
their territories more intensively. If 





View of the Evans showroom, one of the finest in the South, 
where all kinds of electrical appliances are shown. 


ECTRICAL MERCHANDISING— MAY, 1936 


one of our men can place an electric 
refrigerator in a home and then fol- 
low it up from time to time with a 
half dozen or more electric appliances, 
he certainly has an anchor to wind- 
ward. In fact we have one salesman 
who has made 7 sales in the same 
home. 

Our territorial plan prevents sales- 
men from hopping from one end of 
the city to another chasing prospects 
and not working those right under 
their noses. A salesman who has to 
travel 1,500 to 2,000 miles per month 
hasn’t much time left for actual sell- 
ing and is more likely an expense to 
himself and company rather than an 
asset. 

We work six regular salesmen and 
give each man credit for each sale 
made in his territory regardless of 
whether he had any part in the trans- 
action or not. If a salesman gets a 
prospect in another territory he swaps 
out with the salesman who works that 
section. Each salesman works the sales 
floor one day a week and is required 


to work other salesmen’s prospects 
just as hard as his. A salesman who 
comes in at the end of the day and 
finds a commission waiting for him 
feels good indeed and resolves to work 
his territory even harder. 

It is true that a better type of sales- 
man is required to sell all electrical 
appliances. To our way of thinking 
a salesman who cannot sell at least 
$1,000 worth of appliances a month 
should not be in the business. All of 
ours earn commissions on sales well 
above this amount, aided by the di- 
versity of lines which we carry. 

As it happens four of our six sales- 
men are also expert service men, one 
being a range specialist, one a laun- 
dry equipment specialist and two re- 
frigerator servicemen. This knowl- 
edge of the appliances from the in- 
side out is a recognized aid to sales. 
A person called on for instance may 
not be interested in a-refrigerator, but 
mention that the radio has gone dead 
presenting an opportunity for either a 
trade-in or a-repair job. In addition 














Entrance to the Evans’ “Electrical Salon,” where 
the idea is to sell the whole electrical line. 


Candid camera catches J. M. Evans, (right), manager, Evans Electric Appliances, Birmingham, 
Ala., as he tells his salesmen how to sell everything from lamps to commercial refrigeration. 
His salesmen work zoned territory and also look after service. 


the salesman has a chance to sell some 
such item as a carton of lamps or an 
electric toaster, something that will 
pay him for his trouble in calling on 
the customer. 

Sales meetings are held each work 
morning at 8 o'clock when salesmen 
tell of their successes, their failures 
and of their plans for the day. We 
get down to cases as far as possible 
and discuss prospects by name. School- 
ing is given on new products and if 
some appliance is being neglected we 
find out why. Recently we found that 
the salesmen were not trying to sell 
one item carried in stock, namely a 
garbage disposal unit for the home. 
We got busy and succeeded in mak- 
ing a sale in one of the finest homes 
in the city. We expect to use this in- 
stallation as a demonstration for th 
sale of other units. . 

With our policy of featuring a 
complete electrical storé we have de- 
veloped quite a few customers who 
look to us for all their electrical needs 
and not to the local utility as is so 
often the case. They don’t buy just 
one item for us and forget about us 
when buying other appliances. In ad- 
dition they recommend us to their 
friends. 

A good deal is heard about how 
the sale of refrigerators, radios and 
washing machines may be dovetailed 
into each other and thus prevent sea- 
sonal slumps. This is true to a cer- 
tain extent as salesmen like to have 
seasonal items to sell. But we figure 
that the seasons so far as appliance 
selling is concerned are more psycho- 
logical than climatic. Electric refrig- 
erators for instance are used in the 
Winter as well as.in the Summer. 

While we endeavor to cover the 
whole field of electric appliances we 
carry the lines of only one manufac- 
turer. This lightens our stocks and 
causes a minimum of confusion for 
our salesmen and customers. Sales are 
made on the basis of quality and eco- 
nomical service, plus our continued 
interest in the customer, rather than 
big trade-in allowances. Our usual 
merchandise markup is 35 per cent, 
so that if we take a radio in for $5 
we expect to sell it for $8. 

Finally, we impress upon our sales- 
men that since ours is a specialty store 
with not more than a 50 per cent 
traffic location, that lots depend on 
them and that there is io substitute 
in salesmanship for work. A check-up 
reveals that about 70 per cent of our 
sales are due to outside effort. So our 
motto is to work while others sleep 
and close where others give up. 
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e* a period of ten years, it has been 


proved conclusively that Norge is capable 

















of engineering a fine product —and then 


engineering a successful merchandising pro- 


Get 
the facts 


ABOUT THE 
NORGE 


10-year 


WARRANTY 


ON ROLLATOR 
COMPRESSION 
UNIT 


gram to sell it. 


Every year has been more successful than 
the year preceding. The success of Norge 
dealers has paralleled that of Norge. And 


in ten years, Norge has risen from obscurity 





to a solid position of leadership in the 


refrigeration industry. 


Improvement continues — both in Norge 
products and in Norge merchandising 
methods. The 1936 program, well under 
way before January first —is now in full 


swing. Norge Dealers who expected 1936 











to be a big year are finding that sales 


exceed their expectations. Never before has 





Norge offered so great an opportunity 





for profit. 


Get the facts about Norge products and 
the Norge program. Write the Norge dis- 





tributor in your territory or, if you prefer, 


write direct to us. THE ROLLATOR COMPRESSOR. 
_ Smooth, easy, rolling power instead 
NORGE DIVISION of hurried back-and-forth action. 


Borg-Warner Corporation Result — more cold for the current 


606-670 East Woodbridge Street used and a mechanism Geraluon 
that is almost everlasting. CRo Mator S PAT. OFF. 


Detroit, Michigan 


DOMESTIC AND COMMERCIAL REFRIGERATION - GAS AND ELECTRIC RANGES . WASHERS AND IRONERS . WHIRLATOR ou ‘BURNERS + FINE-AIR FORNACES + AIR CONDITIONING - CmesLaTen aeen WEATERS — 
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© maintain consumer prices 

on Electric Refrigerators in 

(jreater New York City, is dif- 
ficult. 

Listen in on this conversation, be 
tween Mr. Anderson a_ refrigerator 
dealer in a distant city, and Mr. Kut 
an old friend, who is a proud, inde- 
pendent, and very successful refriger- 
itor dealer in the great Metropolis. 

Wr. Anderson: “Undoubtedly Mr. 
Kut, as an enterprising and aggressive 
refrigerator dealer, you have already 
stocked up with a complete line, of 
popular and standard brand refrig- 
erators.”” 

Mr. Kut: “1 should say I did! 
Bear this in mind; there is going to 
be more refrigeration business this 
summer than ever before, and I don't 
intend to lose any. 1 propose to get 

substantial share of this business, 
even though I may have to battle 
tor it.” 

Mr. Anderson: “Last summer you 
were very liberal with your custom- 
ers. When a customer requested a 15 
percent discount you thought he was 
very considerate in allowing you to 
make a little profit. This summer you 
probably will reciprocate by adding 
nother five percent to show that you 
tre regular.” 

Mr. Kut: “This summer I intend 
to sell many refrigerators, and I’m 
not concerned as to what means | 
have to pursue to get that business. 
What counts with me is quantity 


sales, turnover. 
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#$ HISELING... New 


A luncheon con- 
Versation in which a New 
York refrigerator dealer 
gives his friend a first 
hand picture of a vicious 
competitive refrigerator 
price situation. 


Joseph Saltzman 


Mr. Anderson: “1 understand that 
a few distributors of popular brand 
refrigerators which you carry, are go- 
ing to be very stringent in maintain- 
ing price this summer. If you are not 
careful in your quotations, they will 
withdraw your franchise.” 

Mr. Kut: “Don’t you know how 
to handle a situation of that kind?” 

Mr. Anderson: “1 do not permit 
situations of that kind to arise!” 

Mr. Kut: “When the season opens 
1 sell, sell, and sell again. Believe it 
or not, I’ve sold a refrigerator on a 
cash basis with a net profit as low as 
five dollars. After the refrigerator is 
delivered to customer I’m thru. No 
grief and worry about service, the 
distributor takes care of that. Believe 
me, Mr. Anderson, I would rather 
see the five dollars profit in my reg- 
ister, rather than in my competitor’s.” 

Mr. Anderson: “Your selling meth- 
ods will undermine the price structure 
of refrigerators in your city; and to 
the extent that it will be an unprof- 
itable business!” 

Mr. Kut: “I admit my selling 
methods create a price disturbance 
in my locality. Neighborhood dealers 
striving to cut a little less than I do, 
are puzzled why customers who 
promise to return never do. 

“They finally awake to the realiza 
tion that I'm getting the business be 
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cause of my lower quotations. These 
competitive dealers call up the dis- 
tributor, strenuously complaining of 
my unfair sales methods. The distrib- 
utor calls me on the phone, and gently 
promises to chastise me, if I don’t stop 
cutting prices. | emphatically plead 
innocence. 

“Knowing that my distributor and 
competitive dealers are going to shop 
my store, I usually stop quoting dis- 
counts promiscuously. I then proclaim 
a two week price cutting holiday in 
the store. Shoppers then begin com- 
ing in by the droves. But strange as 
it seems, it very rarely happens that 
I fail to spot a shopper. 

“I then resume cutting prices ear- 
nestly, not in the store but in the cus- 
tomer’s home. I obtain the name and 
address of the prospective customer, 
and promise to have my representative 
call with the assurance that we will 
come to an understanding. I have my 
salesman call at the customer's home, 
that same evening. He informs them 
that we are not permitted to cut price 
on refrigerator in question, but will 
be pleased to give them a rebate of 15 
percent which is the usual salesm&n’s 
commission. When the refrigerator is 
delivered, the customer receives a 15 
percent rebate, and there is no indi 
cation on the saleslip that the refrig- 
erator was sold below the regular 
price.” 

Mr. Anderson: “What do you do 
on installment transactions financed ?” 

Mr. Kut: “1 promise to make the 
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first two installment payments tor my 
customer. In other instances, my or 
der calls for a C.O.D. which repre 
sents the down payment. This is the 
actual discount of the transaction. In 
stead of the customer paying the 
C.O.D. on delivery of refrigerator, | 
arrange to pay it. 

“You can therefore readily under 
stand, Mr. Anderson, that various 
subtle methods can be employed to 
outsmart your competitors and dis 
tributor.” 

Mr. Anderson: “1 would rather 
transact business where 1 am, out in 
the sticks. 1 get my price, and make 
a substantial profit. Whereas you 
must sell three refrigerators, to my 
one, to make the equivalent profit.” 

Mr. Kut: “Mr. Anderson, you 
have an entirely different element to 
deal with in that peaceful town of 
vours. New York City buying habits 
range from one extreme to another. 

“As an illustration: Only a few 
days ago, a young man timidly walked 
into my store. He asked me if | would 
pay him a commission if he brought 
in a customer who was a sure buyer 
for a refrigerator. I replied I cer 
tainly would. A few hours later he 
returned with an elderly man and 
woman who selected a popular brand 
They made the purchase after per 
forming a chiseling operation. But | 
learned during the course of the con 
versation that this young man was 
this elderly couple’s son. His mother 


Please turn to next page 
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Reductions average 20% on the most popular 
sized lamps for selling and manufacturing, 
and for sight-saving in the home. Now, more 


than ever, everyone can afford Better Light 


@ Large size Westinghouse Mazda Lamps are 


now offered at the lowest prices in history. 
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unwittingly pointed at him when | 
inquired how many members in her 
family when writing up the finance 
contract. The young man obviously 
embarrassed because of his mother’s 
indiscretion, excitedly told her that 
she spoke too much, as he promptly 
walked out of the store. 1 promised 
this elderly couple that 1 would pay 
the commission to their boy as I 
agreed. The mother apologized, say- 
ing her son was out of a job, and 
was trying to earn a few dollars. 

“NIr. Anderson, this incident will 
give you an insight as to what ex- 
tremes some customers will go, to 
save on their purchases. The buying 
public in New York City is a shop- 
ping public to the nth degree. They 
know the tricks of the trade, and 
therefore are extremely cautious buy- 
ers. Under those circumstances I must 
pursue my price cutting policy to 
survive. 

“My creditors want my _ business 
because I pay my bills promptly. And 
my purchases unquestionably pep up 
their business. Under the circum- 
stances it isn’t surprising why they 
like to do business with me.” 

Mr. Anderson: “Can you explain 
how the big chain stores in your city 


survive and. still maintain their 
prices?” 
Mr. Kut: “Now I'm convinced 


you know very little about business 
methods in the City. 

“Listen to this one, Mr. Anderson: 
I obtained this from authoritative 
sources, and you can believe it. 

“Recently the dealers were clam- 
oring that one of the big chain stores 
in the city was cutting prices, on a 
well advertised and popular brand re- 
frigerator. The distributor after mak- 
ing many tactful and diplomatic de- 
mands with his pet account to main- 
tain price, finally insisted with more 
emphasis. 

“The buyer of this chain, to prove 
to the distributor that he was regular, 
and sincere in his promises, dictated 
a letter to his stenographer in the 
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presence of the distributor. This let- 
ter was marked attention to all 
branch store managers and was to 
the effect that if any man in the 
chain was caught quoting discounts 
on the refrigerator in question, he 
would be instantly dismissed. The 
distributor walked out of the office 
very pleased with his accomplishment. 

“The following day the buyer dic- 
tated a letter requesting that man- 
agers inform their men to disregard 
the price cut bulletin on refrigerator 
in question, because of a misunder- 
standing.” 

Mr. Anderson: “\t is almost un- 
believable, and certainly unethical to 
practice such methods.” 

Mr. Kut: “Here’s another inter- 
esting example of sales technique: 

“There is a chain store in New 
York City that supplies all of its man- 
agers and salesmen with the actual 
cost prices of refrigerators. 

“When a prospective customer en- 
ters the store, an experienced sales- 
man, knowing his company’s methods, 
thoroughly gauges the customer psy- 
chologically. This gauging process is 
to determine what quotation to give 
the customer for the refrigerator se- 
lected. Some customers are quoted list 
prices, others cut prices to a certain 
determined minimum. If the salesman 
cannot make an immediate sale, he 
introduces the customer to the man- 
ager of the store. The manager looks 
up the cost price on the refrigerator 
in question, figuring the minimum de- 
termined margin of profit, the com- 
pany wishes to make. He then asks 
the prospect: “Do you want to buy 
now ? If you do, you can buy this re- 
frigerator for -” Usually the quo- 
tation amounts to a ten dollar profit. 

“Applying such high pressure sell- 
ing methods, deposits as low as one 
dollar have been obtained from cus- 
tomers, some who probably had no 
intentions to buy, and who have will- 
ingly forfeited the deposit to avoid 
embarrassment. 

“This company is one of the very 
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“HE'S LIGHTING UP THE WASH — HE'S AFRAID 


AN AIRPLANE WILL RUN INTO IT" 
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tew that do not employ outside com 
nission salesmen. The executives are 
§ the opinion that if a customer 
walks out of their stores with a ridic- 
ilously low quotation, they are sure 
to return. 

“The executives of this chain, re- 
tuse to be dictated to by any manu- 
facturers, or distributors. They are 
very independent, and if they desire 
to make a football out of any line of 
merchandise they do so. If they lose 
their franchise on any particular 
brand of refrigerator, which rarely 
happens, they take in another line.” 

Mr. Anderson: “It is quite ob- 
vious, that you have some tough com- 
petition with a chain store of that 
type.” 

Mr. Kut: “That isn’t the only 
tough competition | have. Do you 
realize that there are hundreds otf 
men thruout Greater New York 
combing the City for refrigerator 
sales on a commission basis? Consid 
ering the fact that it is difficult to 
get men to work on a straight com 
mission, the dealers are making the 
most preposterous offers to obtain 
men. Commissions up to 20 percent 
are being offered by the dealers. Some 
dealers have gone to extremes by 
splitting profits on a fifty-fifty basis 
with their men. Commission men of 
that calibre, with a few exceptions, 
are usually floaters. Many of them 
ire incompetent as salesmen. In their 
anxiety to make a sale, poverty- 
stricken commission men have turned 
over to prospective chiseling custom 
ers practically all of their commis 
sions leaving for themselves a_ five 
dollar bill.” 

Mr. Anderson: “lt a situation of 
that kind exists, why don’t the manu 
facturers and distributors do some 
thing about it?” 

Mr. Kut: “The distributors and 
manufacturers wish to maintain price, 
if it were only possible. There is no 
question about that. For example, one 
distributor has gone to the extent, by 
listing on his pay roll a salesman em 
ployed by one of his best accounts, to 
check up on price maintenance. You 
should bear in mind, however, Mr. 
Anderson, these manufacturers and 
distributors have sales quotas to meet. 

“If one distributor of one brand 
ot refrigerator is too stringent in price 
maintenance, and another distributor 
of another brand is lax, the dealer 
who waits on a chiseling customer 
usually switches over to the brand of 
refrigerators which can be cut in 
price, and the sales franchise not 
jeopardized. 

“Distributors are fully aware of 
this switching process. To prevent loss 
of business to their competitors, they 
are therefore extremely cautious not 
to make their price maintenance pol 
icy too severe.” 

Mr. Kut: “1 guess you're right, 
Mr. Anderson. You have heard the 
expression —‘dog cat dog’— that is ex 
actly the situation in New York City. 
With its seven million people many 
have accepted the refrigerator as a 
necessity in the home and are clamor 
ing to own one. Refrigerator dealers 
have entered a mad scramble to get 
their share. Under the circumstances, 
every conceivable method is being ap 
plied by refrigerator dealers thruout 
this city to get the business, ethical 
or otherwise.” 

Mr. Anderson ° “You are welcome 
to all the pleasure you can obtain in 
a business scramble of that kind.” 
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IF YOU THINK AN ELEPHANT IS BIC... 





WHAT’S YOUR IDEA OF A WHALE? 














ELEPHANT ... 11 FEET HIGH 
BLUE WHALE .. 100 FEET LONG 





And the World’s 





is a whale, too, compared with the second biggest 


SVEN in these days, when prac 
tically everybody speaks in terms 
of big figures, it is not easy to picture 
any one magazine having a_ regulat 
weekly circulation that reaches mare 
than five and a half million families! 
Yet that is the enormous circulation 
of Phe American Weekly... the one 
magazine that produces the greatest 
buying demand tor products advertised 
in its pages, the everyday necessities 
and luxuries of life that you dealers 
find most profit 
able. 
Brietly, here's 
why [The Ameri 
can Weekly is 


such an outstand 





Ing vital force in 


Increasing sales 


AMERICAN 
WEEKLY 











Greatest 
Circulation 


in the World 





volume: Every week it is read by more 
than 5,500,000 tamilies, reaches from 
| out of 5 to | aut of every 2 homes in 
the richest buving areas, where 7/10ths 
of all families live and where 4+ Sths of 
all retail sales are made! 

What The American Weekly is 
the American Weekly, the largest 
magazine in the world, is distributed 
through the 17 great Hearst Sunday 
newspapers. 

In each of 158 cities, it reaches one 

out of every two families 


In 146 more cities, 40 to 50% of the 
families 
In an additional 139 cities, 30 to 40% 
In another 171 cities, 20 to 30% 
plus |,982,000 tamilies in thousands 
of other large and small communities 
Who regularly read Vhe American 


Weekly! 


THEAMERICAN 







EEKLY 


MORE THAN NEAREST **The National Magazine with Local Influence”’ 
5,500,000 COMPETITOR ; RS ; ie 
CIRCULATION CIRCULATION Main Office: 959 Fighth Avenue, New York City 
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RESEARCH KEEPS GENERAL ELECTRIC ALWAYS AHEAD 





“NEW AMERICAN” HOME offers the Electrical Pattern for Better Living 


1. G-E Electric Kitchen §. G-E Standards of Lighting 
(,-E Electric Laundry 5. G-E Household Appliances 
4. G-E Automatic Heating and Air Conditioning 6. G-E Radial Wiring 


‘New American” Demonstration Home Building Program, 570 Lexington Ave., New York 
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ELECTRICAL 
"PATTERN" 


gor beller Living 


The"NEW AMERICAN’ Home Program 


Means More Electrical Appliance Sales 


phere is America’s number one 
industry —biggest in money involved—big- 
gest in number of people engaged. Yet it is one 
of the most poorly equipped industries. 


Hence the “New American” Demonstration 
Home program presents the biggest sales oppor- 
tunity ever offered to the electrical appliance field. 


The ‘New American” Home is an electrical pat- 
tern for better living. It is educating the public to 
higher living standards through dramatic demon- 
strations of the economy, health, and freedom that 
come with COMPLETE electrical equipment. 


The “New American” Home displays appliances 
— not ina commercial setting — but in the gracious 
surroundings of an ideal home. And the public 
responds — with cash purchases — of new homes— 
of new electrical installations —of new appliances 


of every type. 


Last year’s “New American” Homes created 
millions of dollars worth of G-E electrical ma- 
terial and appliance sales throughout the country. 


In 1936, sales will far exceed last year’s figure. 


General Electric invites your cooperation in 
this great program. Your nearest G-E sales of- 


fice, distributor or dealer will be glad to give you 
full details. 


GENERAL @ ELECTRIC 
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J. L. Schricker 


SCHRICKER AND HORAN 
Salt Lake City, U. & Charleston, W. Va. 


J L. SCHRICKER, G-E Supply 
e Corp., Salt Lake City, and P. 
1). Horan, Virginian “Electric, Inc., 
Charleston, W. Va., national leaders 
n the recently concluded G-E Radio 

President's Campaign” for distribu- 
tors salesmen, have been presented 
with completely equipped new auto- 
mobiles as grand awards. The cam 
paign was conducted by the General 
Electric Company, Bridgeport, Conn., 
on the basis ot dealer coverage, use ot 
sales promotion materials, and quota 
realization. 

Console models of radio receivers 
were also awarded to a number of 
salesmen for attaining a high per- 
centage of quota. 

J. L. Buchanan, Chairman of the 
Board of the G-E Supply Corp., and 
\W. M. Perry of Perry-Mann Electric 
Co., Columbia, S. C., served as cam- 
paign sponsors. 

These men, while not retail sales- 
men, deserve inclusion in the Hall of 
Fame as winners of a national sales 
competition. 


GIBSON & RICE 
Newcastle, Pa. & Akron, O. 


AMES L. GIBSON, salesman for 

the Pennsylvania Power Company, 
New Castle, Pa., is the new president 
ot the Frigidaire B.T.U. club, organi 
zation composed of crack sellers of 
Frigidaire products, Frank R. Pierce, 
manager, household division, Frigid 
aire Corporation, announced recently. 

J. Thomas Rice, of the Ohio Edi- 
son Company, Akron, ©., was elected 
vice president of the organization 
which is made up of men in the 
Frigidaire national selling force of 
more than 20,000 men who lead thet 
associates in percentages of | sales 
quotas attained. Both men are here 
by elected to the Selling Hall of 
lame. 

Mr. Gibson, an experienced retrig 
eration salesman, first began selling 
rigidaires on February 15, 1935. By 
the end of the year, he had sold 303 
household models and seventeen com 
mercial installations. He is 43 -years 
old. 

Mr. Rice was a restaurant opel 
itor Ww ho bec aine interested im rm 
trigeration when salesmen of the Ohio 
dison staff held a party in his es 
tablishment to celebrate shattering of 
t quota. He joined them on January 
1), 1935 and at the close of the veai 
had sold 404 household units. On 
the last dav of the year. he = sold 
eleven refrigerators. He is 38 vears 


old, 
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Mrs. Coley 


The eight members of the B.T.U. 
club cabinet, next ranking members 
of the sales organization, are: 

Cecil F. Kirby, Miami, Fla.; G. A. 
Larriva, Tucson, Ariz.; W. R. Dan 
iel, Jacksonville, Fla.; Frank S. 
James, Los Angeles, Calif.; R. M. 
Smoak, Tampa, Fla.; Tom Tabor 
Spokane, Wash.; A. H. Tarr, Chat 
tanooga, Tenn.; A. M. Lambessy, 
Houston, Tex. 


MRS. CRAWFORD 
Jronton, O 
( NE ot the best) known retail 


stores mi Lronton, O., (Pop. 19, 
OOO) ws the Crawtord Electric Shop. 
outlet tor Leonard electric refrigera 
tors. Perhaps the reason tor that fact 
is that the shop is owned and managed 
by Mrs. Crawtord, who is in’ full 
charge ot all activities ot the store 
During the first seven months of 
this year, Mrs. Crawtord personally 
sold 36 retrigerators. She finds that 
the use of Owner Bonds valuable in 
securing new prospects and keeps cus 





J. T. Rice 


Hallof kame gf 


Mrs. Crawford 


J. L. Gibson 


tomers interested in her success and 
the sales of Leonard’s. 

Mrs. Crawford's record. ot sales is 
direct rebuttal to those who think that 
women can’t sell. 


CHARLES S. WITHERSPOON 
Long Island, N. Y. 


N AY BE it's because he is a direct 
descendant ot John Wither 
spoon, tamed signer ot the Declara 
tion of Independence. Or, perhaps it’s 
because he is just a hard-working 
salesman. Anyway, Charles S$. Wither 
spoon of Long Island, New York, is 
the leader in dollar volume, amony 
10,000 General Electric retrigerato: 
salesmen. He’s “the tops” of — the 
Toppers Club, composed of top-notch 
salesmen. During the past six years 

so-called “depression” years Wither 
spoon sold a total of $1,364,211. His 
1935 sales totaled $314,000. Wither 
spoon’s famous ancestor, in addition 
to being a signer of the Declaration 
of Independence, was a member of 


Chas. S. Whitherspoon 


the Continental Congress tor six 
years, an active member of the Board 
of War during the American Revo 
lution and he was president of Prince 
ton from 1768 until his death in 1794 


MRS. COLEY 
Memphis, Tenn 


NE ot the outstanding retrigera 

tion saleswomen in the South ts 
Mrs. W. QO. Coley of Coley Brothers 
Memphis, ‘Tenn. 

The year 1935 saw her sell 35 
Norge refrigerators for her husband's 
firm. When E. H. Ellis, a retired 
engineer, started moving boxes back 
in 1933 Mrs. Coley became inter 
ested, figuring that she knew as much 
about electrical refrigerators as a rail 
road engineer. At bridge parties and 
among her friends she began finding 
her leads, and steadily progressed un 
til she not only was the outstanding 
permanent performer in the territory 
covered by Wayne Spinks, Norge dis 
tributor, but also was winner of a 
$125 wrist watch from the Borg 
Warner Corporation. 


THE 100 CLUB 
Medford, O 


HE “100 Club” of the sales or 

ganization of The California 
Oregon Power Company, Medtord 
and Mountain States Power Com 
pany, Albany, Ore., took in 26 mem 
bers during the course of 1935, ac 
cording to Glenn L. Jackson, Vice 
President in charge of sales for the 
two companies. The Club is com 
posed of salesmen selling 100 or more 
ranges, refrigerators and water heat 
ers during the year. These 26 sales 
men sold during the vear 2059 ranges 
1146 refrigerators, 537 water heaters 
or a total of 3,742 units. Twenty 
other members of the sales staff work 
ing the full year and a number of oth 
ers a part of the year accounted to: 
the balance of the sales of these three 
items which in total for the two com 
panies are: 


Ranges 3.060) 
Refrigerators 1,975 
Water Heaters 706 

‘| otal ) 7 +] 


Kour members of the Club exceed 
ed 200 units each. They are: H. A 
Young of Medford, 275; Frank Gor 
don, Klamath Falls, 231; John Gra 
ham, Kalispell, Mont., 211; and Fred 
Hartt, Kalispell, Mont., 207. The 
fifth in rank, C. M. Williams ot 
Marshfield, Ore.. was close behind 
these leaders with 193 sales. 
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Now presenting the new 


To ype 


Sweeping ahead to new sales heights, VOSS again “Paces the 
pins bas & 


UNMATCHED BEAUTY 


PERFORMANCE 


SAFETY 


Field’ "’ with “America’s Most Beautiful Washer.”’ 








Chromium Seamless Tubular design, sparkling white enamel 
tub, heavy streamline wringer with VOSS Exclusive Electric 
Safety -uard—and the famous Exclusive }OSS Hand Washing 
iction in the clean suds at the top. 

















.. the most efficient washing 
principle known. ° 
Every day the Sales Advantages of the VOSS Line are proving more profit- 
able to Voss Dealers. Price competitior loses its appeal in comparison with 
the unequalled performance, safety and instantly recognized superiority of 
VOSS exclusive features 
Che “Clipper” is one of a complete line which gives you the sales range 
to meet every buyer’s need. A card will bring complete information and an 
outline of the VOSS “Sure-Sale’’ Demonstration Plan. 


Ask to see VOSS’ ‘Profit Bound” Sales Plan! 


A FEW SELECT WHOLESALERS 


[ERRITORIES STILL AVAILABLI 










BROS. MFG. CO. DAVENPORT, IA. 


— 
i) \ 











PAGE 26 











Seeing 


es CONTINUED FROM PAGE 5 semen 


tern who stood by with a *Now 
boys, right up, h-e-a-v-e!" while his 
troop labored strenuously. “Why do 
you not lend a helping hand,” said 
the general. “Who, me? Why, | 
am the corporal,’ was the repl 
Washington dismounted, laid hold o: 
the timber with the men, and having 
got it to the required place, said 
“You were the corporal while I an 
still the general; for bigness is in th 
willingness to perform.” 


Start Seeing Things 


What inspirational principles are 
necessary to make the most of May 
and June? One of the greatest, as 
I see it from the study of records of 
these thousands of salesmen, is the 
ability to observe. Great accomplish 
ments have always come from th 
keen ability to observe small things. 
Brunel tunneled the Thames by 
watching the tiny ship-worms per 
forate wood with their armed heads, 
first in one, and then in the other 
direction until the arching was com 
plete. Watt designed the iron tubes 
to carry water under the Clyde by 
observing the construction of a lob 
ster at a dinner table. Samuel Brown 
invented the suspension bridge by 
watching a spider’s construction of 
a web. And some of the greatest 
salesmen I know are that way be 
cause of their sharp observation pow 
ers. This is particularly important 
during May and June, because pros 
pects are more desirous of buying, 
more vocal and expressive, expose 
themselves to selling influences more 
than at any other time of the year 
After the winter's captivity inside the 
home, they eagerly renew their shop 
ping pleasures during delightful 
spring months, and store traffic swells 
mightily. Further, there is something 
about the budding lilt of spring that 
makes them more reckless in their 
buying urges. Observe — keep your 
eyes open—dare to explore their 
buying interests. More sales have been 
lost by failing to ask for them than 
in any other way. 

I heard of an appliance salesman 
on the West coast who was being 
interviewed by a department store 
merchandising manager as a possible 
addition to staff. The manager wasnt 
sure that he was the right type, but 
next morning, when the salesman re- 
turned to report that he sold the 
wife of the manager a refrigerator 
he became tops in a single act. Busi 
ness is as close to all of us as that! 

1 believe we should use a more 
dramatic approach during May and 
June, centering our selling activities 
quite exclusively on refrigerators, for 
that will provide a new fund of pro 
pects for other appliance sales late: 
in the vear. We can’t forget that the 
best prospect source is satisfied own 
ers, and for two months each year. 
we ought to specialize on cultivating 
a new list of them. One of the best 
approaches I’ve heard about is a state 
ment of monthly savings, made out 
in the form of a check, duly filled 
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out to the prospect in question and 
signed by the salesman so it looks 
like the real McCoy. Reading the 
heck, it offers to prove that the 
salesman can demonstrate a way to 
yet use-savings each month of that 
vnount through the purchase of the 
retrigerator. The salesman appears at 
the door and hands it to her. She 
thinks it some gift from heaven, opens 
the door to take it. Few women pass 
up anything that looks like money. 
\s she reads it, she gets a strong 
wallop from one of the biggest sell- 
ing angles. It usually leads to a real 
sales presentation in double-time. If 
she isn’t interested and passes it back 
to. the salesman he takes out a cig- 
irette lighter and burns it up, show- 
ing her that she is doing the same 
each month with earning she might 
as well have. That sort of dramatic 
approach has everything in it to ap- 
peal to any homemaker — curiosity, 
personalization, emphasis upon the 
most vital buying interest, and fear 
that she may be wasting her money. 
Get some dramatic approach of that 
kind — and you'll find it easy to sell 
in May and June. 


Appeals to Use 


What appeals should you center 
upon? Well, as I see it, there are 10 
dominantly impelling motives which 
should be persuasively arrayed to in- 
trigue the buying desire of the aver- 
age prospect. They constitute the 
whole story. And, because refrigera- 
tion is the most wanted of home ap- 
pliances, it is a safe bet that during 
the winter months, the average 
woman has done a heap of self-study 
in relation to them; particularly with 
the great editorial attention now be- 
ing given to refrigeration in women’s 
magazines and household newspaper 
sections. It is necessary to crystallize 
this self-education around these. mo- 
tives in a way to bring out the pe- 
culiar advantages of the particular 
make you sell. 

A survey among refrigerator own- 
ers indicates that the part which each 
of these impelling motives played in 
their final buying selection was: 


APPEAL PERCENT 
Comfort and convenience 80 
Economy and use savings 85 
Health protection 70 
Cleanliness and sanitation 65 
Appetite 60 
Family affection 0 
Pleasure and hospitality 40 
Fear 4) 
Pride of possession +0) 
Social distinction 20 


Well, there you are — go to it! 
May and June are high-spot selling 
months. Put a little more determina- 
tion, energy and drive into your oper- 
ations. Extend yourself. Challenge the 
impossible. Observe and apply. Get a 
good approach and center your argu- 
ment on these impelling motives. 
Chen, everything will be alright and 
the goose will hang high. You have 
the possibility to make your biggest 
winnings now — but it is up to you 
how well you'll succeed. 
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WE EXPLAINED TO 
ABOUT HUMATS 


@ It never occurred to us how queer humans 
might appear in the eyes of Calories, until our 
friend X. Tracted Calorie pinned us down one 
day about an odd habit which he had observed. 

It seems that five or six days will go by 
when there is just an ordinary demand for 
ice cubes. Then, all of a sudden, there will be 
a great furore, and trayfuls and trayfuls 
of cubes will be frozen one right after the 
other. How come, said X. 

Parties, with a capital P, said we, Parties. 
Everybody gives em. And they serve bever- 
ages with a capital B. So there has to be a 
lot of ice cubes, and usually in a hurry. 








TRAYS 1S TO FREEZE FAST 


In that case, said X., why are some people, 
meaning dealers, we suspect, so casual about 
the advantages of Aluminum Ice Cube Trays? 
So we promised X. to tell again the good 
news about Alcoa Aluminum. 

Ice Cube Trays and Grids of Alcoa Alumi- 
num do freeze faster, and more economically. 
Nature made Aluminum a superior conductor 
of heat. Manufacturers put that advantage 
into the refrigerators you sell for the daily 
benefit of the user. It’s good selling to point 
out the advantages of Aluminum to your 
prospects. ALUMINUM COMPANY OF AMERICA, 
2160 Gulf Building, Pittsburgh, Pa. 


ECONOMICALLY 





ALCOA:ALUMINUM 
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Hot WEATHER 














it was T. E. Fielder of Okichoma Gas 
and Electric Co. who buttoned up the 
details on this promotion. 


SKEPTICAL lot of readers 
follow the tale of any suc- 
cess story these days. They 


seem to think it is going to work out 
like the millionaire who explained 
that $1,000 of his fortune came from 
hard work, and $999,999 was inher- 
ited from an old maid aunt. It is 
particularly hard to be convincing 
on a cooperative proposition. They 
growl, “If it was so darn good, why 
was it passed around ?” 

So, before telling the story of one 
of the most successful electric roaster 

or cooker, as you wish — promotions 
this last year, we'll lay the cards on 
the table about the Oklahoma Gas 
& Electric Company. 

First, the utility is spread over a 
wide area serving 92 communities. 
Second, since July 1, 1930, merchan- 
dising by a utility has been illegal 
in Oklahoma. So it is the policy of 
4. A. Brown, manager of sales de 
velopment, and T. E. Fielder, his 
assistant, to spread a_ promotion 
around so that every type of elec 
trical dealer can benefit from it, from 
those in small towns of 10 to 150 
meters, up to Oklahoma's largest de 
partment store, Harbour-Longmire in 
Oklahoma City. 

Luck, of course, must come in for 
its consideration. People in Okla- 
homa remember three months in 1934 
when the thermometer averaged 100 
degrees. But it took copy judgment 
to decide on coolness and freedom 
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Picnic parties found the cooker was 
ideal for keeping ovtdoor dinners hot 














These were the 
factors that helped 
sell 1,265 electric 
cookers in a single 
campaign in Okla- 
homa City 


, “seem 


HARBOUR-LONGMIRE 
COMPANY .. . brings a new freedom 


7 rf to the women 












of Oklahoma! 
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(ABOVE) 
Harbour - Longmore 
gave a free dinner 


to sixty couples. 


A sample of the 
newspaper ads used 
in the campaign. A 
total of $5,957 was 
spent on the promo 
tion or $2.83 for each 
cooker sold. Radio, 
billboards and news 
Papers were used. 
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to housewives as the keynote to the 
advertising, in a country where there 
is plenty of gas competition. 

Net results of this cooperative 
campaign was to move 1,265 Nesco 
electric cookers, at a cost of $2.83 
for advertising for each cooker sold 
Of this, National Enameling & 
Stamping Company, makers of the 
cooker, contributed 50c per unit. The 
Oklahoma Gas and Electric Com 
pany spent $925.45 for radio advei 
tising, $415.30 for billboards, and 
$1,638.04 for newspaper space. If this 
represents half the advertising cos! 
of the campaign it means that some 
thing like $5,957.58 worth of adver 
tising was spent on the promotion 

A quota of 2,000 cookers was set 
follows: 

Meters (Quota 

Oklahoma City...............30,890 84 
aa 2,581 0 
i eanecrenie »! 
RIE Sistiiidinesatschaici a 4 
Shawnee 10,173 220 
Southern Division...10,685 23! 
Central Division... 7,496 162 
Eastern Division............. 8,296 180 
Southern Division... 9,829 213 
92,343 2,000 

Twelve Oklahoma City electrical 
(Please turn to page 0 
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The 


ordinary roll 


end of the 


gives way when 


under pressure 


U.S. PATENT No. 1640216 


OVELL POWER ELECTRIC ROLLS dry the edges from the entire surface of the garment is the use of 









of garments as well as the middle. This is a single, semi-elliptic spring balanced on two end 
accomplished by vulcanizing a hard rubber bearings, with adjustable pressure applied at the 
> to the . ‘ : a 
age washer to the shaft at each end of the roll. exact center. This construction insures equal distri- 
bution of pressure over the entire length of the rolls. 
perative These (patented) hard rubber washers support the P 8 
) Nesco . - : - = ee © > > eo . . . . 
f $2.83 soft ends that otherwise would “give way” under More than a half century of specialization in the 
- - pressure. They are scientifically proportioned to manufacture of clothes wringers (building every part 
ling °¢ : : * oi ’ ae 
of the insure as dry wringing at ends of rolls as at center. of its product in its own plant) has won for Lovell 
nit. The ide re i » service 
S Cae And because these (patented) hard rubber a world wide reputation for dependable service. 
» adver > 2 2 : 
gp washers prevent seepage of water and the for- —_ vei, maNUFACTURING COMPANY « ERIE, PA. 
» If this mation of rust on the shaft, Lovell is able to offer 
line an unconditional guarantee that the rubber of a 


f adver Power Electric Roll will never come loose. A 48-page illustrated booklet just off the 


tior press is yours for the asking. Contains new, 





or Another feature of the Lovell wringer that con- interesting information on correct methods 
s Quota tributes to thorough extraction of water and dirt of home laundering. Ask for form 36-B. 
84 
4) e ; Be wr ge 
| 220) > se % t a, 
- PO PRE SSt 
= *RESSURE 
) 180 > : ‘ 

213 
3000 ‘ | rw | 3 Ge . CLEANSER 
lec trical : ca t P : oe ‘ % 7 SF 
hee PM SS SO we eS 
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‘Accounts Receiva 











Largest 25c I H E 
General Magazine 
natal merican 


CIRCULATION NOW 


THE CROWELL PUBLISHING COMPANY...COLLIER’S, WOMAN’S 
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.. THE MOST IMPORTANT ITEM ON 
THE BOOKS OF ANY MERCHANT 


Retail Credit Managers in leading cities point out 
those who buy and pay...as the Diamond Market 


Those outstanding accounts! What 
do they mean to you? Are they your 
greatest asset—a list of responsible 
people to whom you can turn on the 
first of the month for sure income? 
Or are they one long headache—a 
bunch of bill-dodgers who have to 
be blackjacked into paying? 

Sure, creditstimulates sales! And 
credit customers are the big-volume 
buyers. But PROFIT depends on 
how they PAY. 

* * a 
More Paying Customers! That de- 
mand from thousands of retailers 
has echoed back to the desks of 
manufacturers. And they’ve found 
a way to reach those people who 


HIGH 
INCOMES 








have a record for paying their bills 
promptly. That way 1s to advertise 
in The American Magazine. 

Retail Credit Bureaus in 19 
cities recently checked readers of 
The American Magazine, name by 
name, against their files. Results 
from all 19 were amazing. For 
example: 

“This list could secure credit 
from any concern granting that 
privilege, no matter how strict 
their policy.’’—Cotumsvus Retain 
MercHants’ Crepit BuREAU. 

“This is a very high average of 
good customers for Cleveland.” — 
Tue CLevecanp Retart Crepit Men's 


ComPANY. 






AMERICAN 





MAGAZINE 









DIAMOND 
MARKET 


“Practically allof The American 
Magazine readers in Pittsburgh 
are of the type that Pittsburgh mer- 
chants are anxious to do business 
with on a charge basis.’’—Tue 
PirtsBuRGH Crepit Bureau, Inc. 


Feature Products Advertised to The 
American Magazine Diamond Market 


Manufacturers who advertise in 
The American Magazine are mak- 
ing a real effort to send you pre- 
ferred and profitable customers. 
When you display and feature 
products advertised in The Ameri- 
can Magazine, you are reaching 
the Diamond Market. . . the mar- 
ket that pays...on the date due. 

















Your Best-Paying Market Is 
Diamond-Shaped 


Business men know the shape of the 
income diagram. It’s a triangle. There 
are a few people with large incomes 
at the top and many people with 
small incomes at the bottom. 

But the sales charts for most prod- 
ucts form diamonds in that income 
triangle. Broad in the middle where 
most sales are made, they taper at the 
top where there are fewer people — 
taper at the bottom, where incomes 
are low and there is a smaller mar- 
ket for most nationally advertised 
products. Investigations show The 
American Magazine audience takes 
this same diamond shape in each 
community. 

But far more important than the 
shape of the diamond is its character. 
People in The American Magazine 
Diamond Market are good buyers 
and prompt payers. 

















agazine 


THE 


Copyright, 1986, The American Magazine, New York, N. Y. 


iOW MORE THAN 2,100,000 


HOME COMPANION, AMERICAN MAGAZINE, THE COUNTRY HOME 
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Hie is 


The Fas 
Line of Wak 


A new, thrilling chapter in appliance sales history is being 
written by ABC . . . the ABC 1936 “TOP LINE” is ‘Taking the 
Country By Storm” .. . the Fastest Selling Complete Line of 


WASH E R Washers and Ironers on the American Market Today. Dealers 

from Coast to Coast . . . Canada to the Gulf . . . are writing 
THAT HAS and wiring for the ABC Washer and Ironer Franchise. Why? 
Just see the ABC One-Fifty-Six—the Washer that has EVERY- 
THING! .. . the ABC Model YA—the Ironer that has EVERY- 
THING! ... the many exclusive ABC features .. . the sensa- 
tional complete 1936 ABC Washer and Ironer Line pictured on 
these pages . . . and you have the answer! At no time in Washer 
and Ironer history has such a singularly outstanding line of mer- 


World’s chandise been offered to the appliance dealers of America. 


Greatest 
Washer 
Value 






































































The Quality Line Now Also Features Price 


For more than 27 years, ABC Washers and Ironers have been the Leaders in the 
QUALITY Field. Now, with the new, sensational 1936 ABC Line built to the same 
exacting precision standards that have made ABC products famous through the 
years for dependability ... ABC accepts the challenge of leadership by featuring 


ALTORFER BROS. COMPANY 











ABC All-Aluminum Wringer ABC Finger-Touch Safety | 
locks in 8 positions Clothes Feeder | 















ABC Frenoh Type Agitator 
with rubbing surface on 
wings and base 





ABC large capacity porcelain 
tub with clothes and 
water deflectors 
































ee Peees Whee ees ABC Model One- 
‘There te but ONE Spinner A sow, aan 


ABC Wmerical Cading 
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ABC Tumbler Type 
Motor Switch 





ABC Girder Type Welded 
One-Piece All-Stee! Chassis 
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asyst' Selling 
Madyrs and Jnonerd THAT HAS 


being RICE in addition to QUALITY. ABC is again ‘way out in front 











ng the » 1936 with higher quality, more exclusive features, increased 
ine of eauty and lowest prices ever offered for such outstanding values in 
Washer and Ironer merchandise . . . values unmatched in the industry today. MODEL 


lealers 
vriting YA 


Why? flowest Proven Upkeep and Repair Cost Record 
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VERY Greatest Value 
VERY ABC Washers and Ironers . . . sold in every county in the United States .. . In Ironer 
, nd in most foreign countries . . . through years of satisfactory, trouble-free Field 
sensa- evice . . . consistent advertising and sales promotion .. . offers appliance 
ed on ealers nation-wide consumer acceptance. 
. hd a 
; a 
Vasher ABC enjoys the enviable reputation of having the lowest proven record of upkeep es 8 | a ‘ 
>{f mer- d repair costs in the electrical appliance industry. This means that appliance WH PN 
5 ealers keep the profits they make on ABC Washers and Ironers, and, in addition NY p \ 
' uild complete consumer satisfaction . . . ABC's are Trouble-Free”’. Nt Ve My SN 
: The ABC 1936 Line that is ‘Taking the Country By Storm” offers Sensational Mer- s Y \ ABC Thermostatic Heat 
Price handise . . . Outstanding Values . . . a World of Exclusive Features .. . | \\ eo Control 
= lation-Wide Consumer Acceptance . . . Lowest Repair Cost Record and Quick /\\j 
cadets: ‘ lumover . . . a Very Valuable and Profitable Washer and Ironer Franchise .. . N= 
he same What more could you ask for in a Washer and Ironer Line? . . . why be satisfied 
nugh the vithLess? Write or wire for all the facts about the ABC ‘TOP LINE” for 1936... 
featuring ABC Dealer Franchise ... and the new ABC Store-At-Your-Door Promotional Plan. 
NY - + + + + + Factory and Main Office, Peoria, Illinois 
‘ av 
LY 
ABC Precision Mechanism ABC Sulnaing Ceccoiain | 
—_>. eel . _ 
a bs 
¢ 
<4 ‘ 
Gv “ Ps. 
& ; 
V\ 4 
' 4 
ixtee: — A DeLu: ZA— ABC Cabinet Ironer Model TA— ABC Roll-About froner Model RA— ABC Scratch Proof ABC Convenient Pull-out. 
- y Fo ow ght Appears With stainless porcelain top that Full-featured, automatic, low- lroner Shoe Shelf iss 
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G-E 12-foot Floor. 
lamp Replace- 
ment Unicords. 
Cat. No, GCA39. 


G-E B-foot Utility 
Unicords. Attrec- 
tively packaged. 











ror INCREASED PROFITS 








Cat, No. GCABS, 
Gray: GC4B4, 
Ivory ; and GC4BS, 
Brown. 


Start with G-E Fuse Plugs. Every home 
needs extra fuse plugs on hand. This vi- 
tal necessity for the enjoyment of smooth 











electrical service is too often neglected 
because people don’t thin! of buying 
fuse plugs until service is interrupted. 

General Electric offers two types of 
fuse plugs — Pyrex* top and Textolite 
top. Both are dependable, accurately 
rated, indicate clearly when blown. The 





Pyrex* top magnifies the fuse strip. The 
Textolite Fuse has a clear mica window. 
Approved by Underwriters’ Laboratories, 
Inc., as shown by the label. 


Add a box of five G-E Fuse Plugs to 
every sale you make. Here is extra 
profit waiting for you. Little effort is 
required. Customers will appreciate your 
thoughtfulness. 
placement Uni- 


cords. Cat. Ne. 


In the same manner sell Floor-lamp 
CC2D16. 


Replacement Unicords, Utility Unicords, 
Vacuum Cleaner Replacement Unicords, 
Heater Cord Sets, Triple Taps and Handy 
Pull Heater Plugs. They are attractively 
packaged and take up little space. Dis- 
play them on your shelves, in your win- 
dows and on your counters. These dis- 
plays will remind customers of their 
needs, will help you to make additional 
sales. For complete information see your 
local G-E Merchandise Distributor or 
mail coupon today. 
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*Reg. U. S. Pat. Office 











ae ee ewe ee eee ee eee See ee ee ee oe 

Section D-195, 
Appliance and Merchandise Dept., 
General Electric Company, 
Bridgeport, Conn. 

Please send me full details on G-E Fuse 
Plugs and other G-E Over-the-Counter 
Items. 


Name 


ENERAL €Q@) ELECTRIC 


WIRING DEVICES 


APPLIANCE AND MERCHANDISE DEPT., GENERAL ELECTRIC COMPANY. BRIDGEPORT, CONNECTICUT 
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To All Stewart-Warner 


Refrigeration Dealers 


FOR RECOGNIZING THE “HOT LINE” OF 1936 
— AND DOUBLING OUR SALES 


You’re giving Mrs. America more for her money~ 
and smashing sales and profit records doing it 


E offer our sincere thanks 

to all you refrigerator deal- 
ers whose judgment led you to 
take on the Stewart-Warner fran- 
chise this year. Your fine coopera- 
tion in capitalizing this line has 
enabled us to break all past rec- 
ords, with every month running 
better than 100% ahead of the 
same period last year. It’s a record 
we can all be proud of—and one 
we thank you for helping establish. 


To all members of the Stewart- 
Warner dealer family, we pledge 
that we'll continue to do all we 
can to help you go to town with 
Stewart-W arner—and continue to 
use this added volume to give you 
added value in Stewart-Warner 
products. 


The New Stewart-Warner has all 
it takes to win any housewife. 


_ There’s SAV-A-STEP,the swinging 


triple-shelf that turns rear space 
into get-atable front space. It saves 
Steps, saves current, and gives as 
much easy-to-reach space as refrig- 
erators costing $25 to $50 more. 
And there’s SLID-A-TRAY. And 








STEWART 
WARNER 
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the current-saving, service-saving 
Twin-Cylinder Slo-Cycle unit. 
And the optional Stewart-Warner 
5-Year Protection Plan. And many 
others it would pay you to know 
about. 
The Stewart-Warner 6% 
Non-Recourse Plans 


Administered by C.I. T. 


In addition to a great product, 
Stewart-Warner has given you a 
sales plan of outstanding value. 
As soon as it became apparent that 
the F. H. A. finance plan was to be 
withdrawn, Stewart-Warner deal- 
ers were given non-recourse and 
no-down-payment plans that 
enabled them to finance their sales 
expediently through the nation- 
wide C. I. T. organization, whose 
144 branches stood immediately 
ready to serve them. 


We have every confidence that 
with this ideal set-up you will con- 
tinue to maintain your splendid 
record throughout the peak months 
of the season that are still ahead. 


Stewart-Warner Corporation 
Chicago, Illinois 
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If you are selling major appliances this is a good time to ask yourself what lies beyond 


the hump of present peak sales. But whatever you sell you can’t afford to ignore the 





fact that summer and fall are the top seasons for big profits with Combustioneer Auto- 
matic Coal Burners. Right now is the time to play Combustioneer across the board and 
WIN a ready-to-buy market...PLACE your business on an all year basis...SHOW twice as much profit 
per volume as any other product you ever sold. Let us tell you the true and typical story of a dealer whose 
generous profit on Combustioneer sales offsets his losses on three times the volume of other appliances. Let 
us give you the facts about a franchise that’s paying immediate and consistent dividends to all types of mer- 
chandising and specialty selling outlets. These facts are yours for a three-cent stamp. Write Combustioneer, 


Division of The Steel Products Engineering Company, Springfield, Ohio. 


sluonete 


AUTOMATIC COAL BURNER 














7 
Combustioneer, Springfield, Ohio. - - - - = = - = = = = = | want the facts about your franchise. 
Name oe ae aS * Address. mes 
: . viet a oe Rea. 2 et bp 5 
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more demonstrable extra value features than any other. 











Fairbanks-Morse gives you a line cf washers with 


New “Big Six” Inter-Vane Hydrotor washing action. 

New 6-zone washing—more thorough—faster—easier on clothes. 
New over-sized tubs. 

Quieter operation. 

Lifetime sealed-in lubrication for motor and mechanism. 
Massive safety wringer with one-hand reset lever. 

New stream-lined designs—gleaming porcelain inside and out. 


Five electric and two gas engine models; three ironers. 


Visible feature differences between models to justify each step 
upward in price. 


Illuminated tub. 
Built by FAIRBANKS, MORSE & CO., INDIANAPOLIS, IND. 


The new Fairbanks-Morse line of washers and 
ironers has what it takes to clinch sales under 
today’s competitive selling conditions . . . visible extra 
value features that you can demonstrate and your pros- 
pect can understand. Time-saving? Fairbanks-Morse gives 
her more. Labor-saving? Money-saving? F-M Washers 

and Ironers save more. They excel on every count. 


Neither you nor your prospect has ever before seen the 
value equal in a line of washers and ironers— every one 
built and guaranteed by a name everyone knows— 
Fairbanks- Morse. Send for complete details of the franchise. 
Address Fairbanks, Morse & Co., Home Appliance Divi 
sion, 2060 Northwestern Ave., Indianapolis, Indiana. 


Mrs. Faith Richards, Home Laundry Expert, 
Joins Fairbanks-Morse 
SALABILITY depends on a thorough knowledge of the buyer’s 
needs and desires, as well as those of the salesman. Mrs. Richards’ 
many years of experience in all phases of the home laundry 
business are reflected in the efficiency, economy, and practica- 
bility of Fairbanks-Morse Washers and Ironers. Her abundant 


contact with dealers has greatly influenced the development of 
this excellent line from the standpoint of SALABILITY. 


eps apne 


Other F-M Products — Refrigerators, Radios, 
Automatic Coal Burners 
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F-M MODEL 6 WE. Over-sized tub—8-Ib. clothes 
capacity; turned in streamline top; steel enameled 
jacket around tub keeps water hot for longer time; 
long-sweep Hydrotor washing action; fully enclosed 
mechanism; lifetime lubrication. Electric light auto- 
matically lights tub interior when washer starts. Time 
switch automatically stops washer at any desired 
interval for different types of garments. De Luxe 
wringer, chromium-plated; 24" crepe rubber bal- 
loon rolls. Finger-touch double-bar safety release. 
One-hand reset bar; automatic drain boards. 


oie 
Cy = 


F-M MODEL 6 WC. Hydrotor 
washing action; enclosed mech- 
anism; lifetime lubrication. 
Modernistic legs and skirt en- 
closing mechanism and motor. 
Over-sized tub. Drain hose. Fin- 
ger-touch safety wringer re- 
lease; one-hand reset lever — a 
massive wringer. Automatic 
drain boards. Oilless motor. 





















F-M MODEL 6 WB. Over-sized 
tub — porcelain enamel inside 
and outside; corrugated; cush- 
ioned in rubber. Long-sweep 
Hydrotor; 6-zone washing ac- 
tion. Fully enclosed mechanism 
with lifetime lubrication. Finger- 
touch double-bar safety wringer 
release. Balloon rolls. Hand rest. 


F-M MODEL 6 NB IRONER 
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General view of one of the 
commercial sessions. Earl 
Canfield of Better Light Cor 
poration is the speaker and 
the utility men are busy tak 
ing notes 





Utility 


Commercial 


H. A. Dahl, Kelvinator's Chicago manager, 
swaps views with Gardner Howland, manager 
of merchandise sales for Commonwealth Edison, 
Chicago. 


H. P. J. Steinmetz of the Public Service 
Company of New Jersey and chairman 
of the sales committee 


August Jaeger of Edison GE Appliance is having his tie 
straightened by A. E. Ward of Associated Gas while W. G. 
Keay of Cambridge Electric Light Company directs 


cameraman. 


Lewis A. Lewis of the Washington Water Power Company, Spokane, R. G. MacFadden of 
Southern California Edison and E. G. Stahl of the San Joaquin Lt. & Pr. Co., Fresno, talking 


about the West. 
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Greenwood, commercial 


Kitchen modernization 
program announced and 
other appliance industry 
problems discussed at 
the annual Edison Elec- 
tric Institute Sales Com- 


mittee meeting. 


A. A. Brown, sales manager of the Oklahoma 
Gas & Electric Company, gets an eastern view- 
point from M. E. Skinner, assistant vice presi- 
dent of Niagara-Hudson. 


Oliver R. Hogue of Commonwealth Edison, H. E. Dexter of J. B. Noyes of the Detroit Edison Company finds a com- 
Central Hudson Gas & Electric, Poughkeepsie, and C. E. 


director of EE! smile for the 


fortable spot for a chat with John G. Learned, vice president 
of Public Service of Northern Illinois. 


Earl N. Peak, president of the National Electrical Contractors Association, Louis Kalischer 
of Kalischer Electric, Brooklyn, and E. W. Lloyd, vice president of Commonwealth Edison, 
Chicago. 
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20 MILLION EXTRA EYES 
SEE Westinghouse) 
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Metal top 
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adds only 











, * D be surprised to know how many women have their minds 
“set” on a Monel Metal top for the next range they buy. One of the reasons is advertise 
ments like this, which in April went to 10,000,000 readers of national magazines. It told :; 
them that Westinghouse uses Monel Metal tops on their fine ranges. In selecting Monel Metal for the top of thi: superb new 

All those readers are “extra,” in addition to the ones Westinghouse advertising reaches model “Viceroy,” Westinghouse ts atming straight at the 


How many of those women pass your store every day? And couldn't you think of two i a the — gery oe a 1 and © pi 

S IOMSE RPRHOW n t d d t <4 
easy ways to draw them inside? means he a caged Cheageealcnamnpetamapsalege | seth 
for years. That its surface cannot rust, nor chip, nor wear 


THE INTERNATIONAL NICKEL COMPANY, ING. _—%: For much the same reasons, Westinghouse also use: 
67 WALL STREET NEW YORK. N.} Monel Metal in dishwasher sinks and hot water heaters 
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“IJ Can Get 


He 


H, I just wanted to look at 
it. I’m going to buy it evi 
through my sister-in-law. Her 


nephew is a second-cousin of the shop 
foreman’s son at the XYZ company, 
and he can get it for us at wholesale.” 
. Radio and appliance dealers in Chi- 
cago, tired of acting as show rooms, 
have recently banded themselves to- 
gether to fight the racket of so-called 
“industrial selling”. Such is the digni- 
fied name for selling at a wholesale 
discount to employees of large corpo- 
rations. The “wholesaler” usually 
contacts the purchasing agent or per- 
sonnel director of such organizations 
with the plausible story that selling 
costs will be reduced and credit risk 
eliminated if the employee buys his 
appliance officially—through the cor- 
poration. That might be so, if the 

from the seeds of wholesaling dealer received cash for 
CACAO tree. Shown his sale and made shipment only on a 
company order form. 

But while some of the more rep- 
protective seed-pod. utable firms may permit their em- 

ployees to buy at wholesale, more and 
more of them are refusing to be 
parties to such transactions. They 
realize that the wholesaling dealer is 
eager to pay a commission for such 
business and they don’t want to expose 
their personnel to the temptation of 
such “commissions”. Furthermore, 
they don’t want to become involved in 
their employees’ private financial af- 
fairs. 

More important than any other 
consideration, however, is the growing 
realization among company executives 
that the practice is a vicious one which 
will ultimately react to the employee's 
disadvantage. Who can be sure that 
the item offered at wholesale is iden- 
tical to the one offered only at retail by 
a reputable dealer ? Since all electrical 


Olate ind cocoa are 


. wet the le il and 


ATURE protects not only the Cacao seed. She likewise imparts mee ap bene pA ga Si 

protection to the heating element alloy, Chromel. In use, this  ewcungaseed ee ° = Se oom? 
nickel-chromium alloy forms its own armor that defends it against (and they may in anybody’s products ) 
further oxidation. This armor is a thin, tight, dense skin through sag tine oye as poh somal 
which the oxygen of the air can scarcely penetrate; and this results per. Baca ny Ha oy 
in a durable heating element:....And so, you protect your own good ehcomongny eae wor pote A ove = 
name as a dealer, when you sell heating devices that are Chromel tail dealers. The cynics will tell you 
equipped. And the maker of the device protects his good name in proces > weg pera ey case da 
the same way.... We have just produced a new catalog which gives at Soommate of 25%. bn any event let 


us hope that the crusade will produce 





: . : results. As a matter of fact, certain 
a lot of easily used data on design of heating elements made of initial successes have already been 
Chromel wire or ribbon. If such information would be useful to you, . | scored. For one thing, many distribu- 

; 2 | tors sent out letters to the presidents 
ask us for Catalog KM.... Hoskins Manufacturing Co., Detroit, Mich. of large companies, pointing out the 


inherent evils of “industrial selling’. 
4 Another achievement of the concen- 
: trated drive was the pressure on dis- 


- tributors to disfranchise the worst 
# 7 offenders among their chiselling deal- 
; “ ers and tighten down on all the others. 
: ; Any cooperative action, however, 
; THE 


must be accompanied by honest and 
THAT MADE ELECTRIC HEAT POSSIBLE 









intelligent effort and ingenuity on the 
part of every individual. We aren't 
living in a Utopia so come what may 
the retail salesman is bound occasion- 
ally to run into the competition of a 
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$It Wholesale” 


Here’s one answer to a problem 
every dealer wrestles with 


By James Parker 


wholesale price. What are you going 
to do about it? 

First, you're going to remember 
that the “wholesale price” is a blood 
brother of cut price and excessive 
trade-in allowance. Therefore you'll 
know that maybe your prospect is kid- 
ding you, that he can’t get a better 
price elsewhere and is simply trying 
to beat you down. 

Second, you’re going to be on the 
lookout for these parasites so that you 
will demonstrate models in which you 
have sufficient margin to meet fire 
with fire if necessary. 

Third, you’re going to throw over- 
board any lines in which there is indi- 
cation of chronic chiselling ; and you'll 
probably push a brand which is con- 
fined exclusively to you. 

Fourth, you'll stress your reputa- 
tion for fair dealing, reliability, finan- 
cial stability and service. 

Fifth, you may want to carry the 
fight to the challenger as did John F. 
Tunnis of Tunnis Bros., Oak Park, 
Ill. Quoted below is a letter he sent 
out to every resident of Oak Park. 

Significant indeed is the fact that 
in the four months which have elapsed 
since Mr. Tunnis mailed his letter 
only 3% of his sales have been at 
wholesale! All he did was be smart 
in selling his own reputation and 
services ; he contended that those serv- 
ices represented a definite value to his 
customers, and that naturally they 
were worth money, just as the cabinet 
or the chassis or the speaker were 
worth definite sums. 
$25 CASH WILL BE PAID FOR 

A SLOGAN THAT BEST 

DESCRIBES OUR 
TWO PRICE POLICY 

About one half of Oak Park fam- 
ilies have ‘wholesale’ connections — 
the other half buy at ‘retail’. 

So if you buy a radio through re- 
tail sources, almost invariably some 
one will say, “Gee, I could have got 
it for you wholesale”. ‘Wholesale’ 
connections are remarkably plentiful 
and convenient it seems. But buying 
‘wholesale’ often costs more than buy- 
ing retail especially when it’s a radio, 

refrigerator, or auto. 

If you prefer to buy at wholesale 
prices, you need not buy outside of 
Oak Park! And the privilege is ex- 
tended to everyone. Right here, at 807 
Madison St. you may buy any radio 
at 25 to 40% off list! 

Our profit on this basis is very slim, 
of course. The extra bonus we receive 
for large volume purchases and cash 
discounts constitute our profit. 

But frankly, we'd prefer to sell on 
this basis. As with any ‘wholesale’ 
purchase, the seller is relieved of a lot 
of responsibility. There are no liabili- 
ties. No grief and bother at the seller's 

(Please turn to next page) 
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Washing 
Machine 
Dealers who 
have the 

Automatic , 
F hi f Louis E. Buetow, Manager 
ranchise fOr Appliance Dept., Morley 


1936 Bros., Saginaw, Michigan, 
passes his plate for a “30 
catload piece”, and writes: 



























“The beautiful lines of your new mod- 
els, coupled with the many exclusive 
features found only in Automatic Wash- 
ers, and the new service warranty which 
as far as we know, is also exclusive, 
should enable us to use at least 30 car- 
loads of your machines this year, pro- 
viding our past performance, with 
which you are familiar, can be used as 
a barometer.” 





a Cf ey 
Peg: 

We planned our entire set-up for 1936 
to give Dealers and Distributors the six 
things they told us they wanted. Here 
they are: 
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1. A complete line. 

2. A line with real quality. 

3. “Eye Appeal” in every model. 
4 

5 









4. Exclusive sales advantages. 





. Effective merchandising helps. 
6. A worthwhile profit. 


“CUT YOURSELF A 
PIECE OF CAKE” 


If you want to make some real money 
i from your washing machine operations 
o = in 1936... if you want to get away 
, from “bread and water profit diet” and 

be New 1936 Line o ~ 
. f “eat cake” for a change . . . pass your 


plate to 
Ma 
President and General Manager 


AUTOMATIC WASHER CO. 
—and the new Automatic Save-A-Day Ironer give 198 WEST THIRD STREET 
Dealers and Distributors just what a survey showed NEWTON, IOWA 


they wanted. ‘a 






















5 Models 
ranging from $49.95 up- 
| ward. (Slightly higher in 
West.) Several available 

with gasoline engine 
power. 
















































2.415.411 


READERS OF COLLIER’S 
SAW THIS ARMCO AD IN THE 


APRIL 25% ISSUE 








Why gy ARMCO 
not ene ¢ TRIAN 


Are you cashing in on this 
and other Armco advertisements 
in Collier's and The Saturday 























ee 

BEAR THIS 
Evening Post—first by asking 
the manufacturer to attach 
Armco labels to porcelain en- 
ameled appliances; and second, 
reminding your customers that 
these products are made of 
ARMCO Ingot Iron—the base 
metal they know and trust? 

It's another way to speed sales, 
and it costs you nothing to 
do it. Write for Armco booklets 
helpful to salesmen and be- 
in utilizing this proved sales- 
id. The American Rolling Mill 
Company, Middletown, Ohio 
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@ Experienced buyers 
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always look for this 








label on porcelain 

lead pr Auncta uf 
it does not appear on 
the products you sell 
ask the manufacturer 
to use it to speed sales. 
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expense if things go wrong as ofte: 
they do. 

It is for you to choose whether you 
wish to pay wholesale prices or retai! 
prices —and since we sell to you 
either way, we want you to know that 
we are a “two-price store.” 

An explanation is in order before 
you can decide which plan is more 
desirable — 


THE WHOLESALE WAY — 


1. Your guarantee is limited to 
manufacturers warranty on defective 
parts. 

2. Defective tubes or parts are re- 
placed free during 90 day guarantee 
period, but service is charged for. 

3. Radio is not subject to exchange. 
It must be accepted as shipped from 
factory. 

4. No trade-ins are accepted. 

5.Terms arranged only on a re- 
stricted basis. 

6. Noise reducing antennz system 
and installation are charged for 
which if properly done with full 
equipment and lightning protection 
may cost from $12 to $20. 

7. No free calls are made. Adjust- 
ments, replacements, instruction in 
gene tuning etc. are charged 
or. 

However, if you prefer to buy at 
retail prices, you receive the following 
benefits — 

1. A generous allowance is made 
for your old radio. 

2. Radio, parts and tubes etc. are 
guaranteed unconditionally for 12 
months. 

3. Tubes are replaced at 50% dis- 
count the second year. 

4. Service is free—day or night 
and you are assured service by ex- 
perts the same day called. 

5. We install without charge and 
without skimping, complete noise. 
reducing antennz equipment etc. with 
any radio that lists for $75 or more. 
(Standard aerials with lower priced 
receivers. ) 

6. Each radio is tested and checked 
before delivery. It is balanced to high 
est efficiency —or rejected if it can 
not be made to perform at maximum. 

7. Privilege of home demonstra- 
tion. 

8. Exchange privileges if radio se 
lected is not as suitable to your loca- 
tion as some other model. 

9. Foreign reception at its best - 
with full audible volume guaranteed. 

10. We give all time necessary to 
instruct you in short-wave tuning. 

11. Terms to suit — at lowest pos- 
sible rates. You deal only with us and 
make payments at our office. No third 
party digging into your affairs or mak- 
ing collections. 

So there we have explained frankly 
the difference between two ways of 
buying your next radio. You may 
buy it wholesale — or retail. 

We've sold loads and loads of 
radios with rarely any advertising. 
Without canvassing—and without 
high-pressure methods or ‘trick’ sales. 
A well equipped service organization 
—a sincere desire to please and 12 
years experience with radio problems 
have won for us a volume of business 
that we are proud of. 

Buy your next radio here with con- 
fidence — wholesale or retail. 


Sincerely, 
TUNNIS BROTHERS 
(Signed) John F. Tunnis 
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PORCELAIN. Porcelain enamel is to household appliances 














. tay §=what “sterling” is to silverware. By simple nomen- 
gnt 
ex- clature highest quality is indicated. 
and Porcelain en: +] answers eve ali wi6éire 
- orcelain enamel answers every quality require- 
ith wa : 
— ment: beauty—durability—cleanliness—economy. Whether 
j é ‘ : . 
- it be applied to a refrigerator, stove, range, washing ma- 
= chine, ironer, or whatnot—porcelain enamel affords lifetime 
wa endurance, immunity to stains or odors, and the attraction 
ra of glistening, immaculate white. 
se oe moat iu . . 
\ca- Every customer knows this. Say “it is finished in porce- 
™ lain enamel” and you have closed the argument concerning 
ed. , , ‘ AD a ied hd " me 
“sl quality as definitely as if you said “it is sterling. 
oot Sell what people want: sterling quality. Sell porcelain 
anc ” 
~ enamel. You not only make happier customers but longer 
jak - 4 
profits. In all the millions of electric refrigerators manufactured dur 
ly ; ing the past few years practically all have porcelain enamel 
ot 
: . an ' } interiors. Because nothing else will stand up. On the 
~~ EDUCATIONAL BUREAL exterior porcelain enamel affords the same sterling quality 
of Clearing House for Sales and Technical Information The floor salesman who doesn’t stress the quality of porce 
ing. : P ne ore lain enamel overlooks his biggest selling argument; misses 
out PORCELAIN ENAM EL INST IT l 'T E, Inc. his biz chance to make a long profit sale 
les. 612 North Michigan Avenue, Chicago 
non 
12 
Cinis 
ness 
on- THE + f 7 
« - 
nnis is Ld ; 
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Slumps are for Slumpers 


Approaching another summertime, we approach 
also the slumping season. 

A very high percentage of merchants decides 
that business is automatically and inevitably on 
the bum in fly time. 

They law careful plans of curtailment.: Sales 
promotion is_ slashed, 
reduced to 


skeletonized, 
display 
neglected. It is a complete surrender to cash 
register defeatism. 

Why? 

Nobody knows. 

This summer, for instance, economic conditions 
and the inescapable merchandise requirements of 
people in every walk of life make it absolutely 
certain that we shall enjoy something approach- 
ing a buying boom. Despite which the summer- 
season slumpers are diligently preparing to slump. 

Well, say we, if you've made up your mind to 
slump, why, go ahead and slump. We can’t pre- 
vent you. But when you send little Johnny out 
for your August bottle of red ink, just remember 
the title of this editorial. 


personnel 


stocks absurd minimums, 


Rates or Price? 


There has been a lot of talk about reducing 
rates. One would think, to listen to some of our 
economists and government ownership specialists, 
that electricity was not, after all, one of the 
cheapest products used in the home. The house- 
wife, at the highest of the rate schedules, re- 
ceives full value in service for every penny 
she expends. Moreover, practically every power 
company in the country has a domestic schedule 
of descending rates, by which the cost of elec- 
tricity becomes lower the more is used. Thus 
all the housewife has to do to reach attractively 
low levels in the price of her electricity is to 
buy more appliances. Perhaps this is where the 
difficulty arises. For good electric appliances are 
of necessity fairly expensive things to buy. Title 
I of the F.H.A. was really a more constructive 
contribution on the part of government than was 
the building of a large number of dams in thinly 
populated areas. In the meantime, the gift certifi- 
cate plan inaugurated by the Coast Counties Gas 
and Electric Co. of Santa Cruz, Cal., must be 
looked upon as one with possibilities. For instead 
of reducing rates, this power company took the 
money they would have foregone by a lower rate 
schedule and gave it away to their customers in 
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a lump sum. The actual gift took the form of a 
gift certificate, equal in value to one half the 
customer's January bill. This scrip was good 
at the stores of local dealers when used in the 
purchase of electrical equipment. The dealers 
could later cash the certificates at the power 
company offices at 90 per cent of their face value. 
Reports to date show that the purchases are being 
made at a rapid rate and that, moreover, two 
good cash dollars are being spent on an average 
for every dollar of certificate used. Just what the 
comparative good will effects of this system of 
rebates will be as compared with a rate reduction, 
time has not yet shown. But it seems to be estab- 
lished that the public likes bonuses, providing 
they receive them. 


LETTERS 


To the Editor: 


1 know that you probably have seen the indict- 
ment against home laundering and in favor of 
commercial laundering, which appeared in the 
APRIL issue of DELINEATOR MAGAZINE 
over the signature of Althea Lepper, entitled 
“What Price Washday ?” 

I am attaching to this letter, some correspon- 
dence from Miss Alice B. Chalmers, our Home 
Economist, showing the letter which she wrote 
to the editor of DELINEATOR, Mr. Oscar 
Grave, and the reply from the managing editor, 
Maria Sermolino. The reason I am sending this 
is because of the reference to Mrs. Borsodi’s 
article in your publication. 


Joserpn H. Wicey. 
Advertising Mgr., Altorfer Bros. Co., Peoria, Il. 


To the Editor, Delineator Magazine: 


We are very much surprised that the April 
(1936) DELINEATOR Magazine should run 
such a biased story as that which appears on Pages 
11 and 13, written by Althea Lepper, with a 
heading, “What Price Washday ?” 

We, of course, are not aware of just who Miss 
Lepper is; but, from our analysis of this article, 
it is very apparent that this particular party has 
had very little experience, if any, with home 
laundering. Furthermore her figures and copy are 
written from the angle of boosting the business 
of the commercial laundry. 

We are attaching to this letter, a reprint of 
what we feel is a very fair analysis prepared by 
Mrs. Borsodi, which appeared in an issue of the 
ELECTRICAL MERCHANDISING Maga- 
zine. We believe it would be only fair to the 
readers of your good magazine to have some 
qualified writer write an article in a near future 
of your publication that would tell the other side 






of the story. Evidently, the facts and figures iy, 
this article were secured from close contact with 
the commercial laundry business. 


Atice B. CHALMERs, 
Home Economist, Altorfer Bros. Co., Peoria, 1i/. 


To Miss Ale B. Chalmers: 


We regret that you think our article, “What 
Price Washdays?”’ is biased. It was intended to 
be a fair picture of both angles of the laundry 
question—and we still believe it is. 

Althea Lepper’s qualifications for writing the 
article are excellent. She has designed, sold, dem- 
onstrated, serviced and explained household 
equipment, including gas and electric ironers. 
She has studied commercial laundries and thei: 
methods. She is in the employ of neither. 

Her background and experience with honic 
appliances compares very well with Mrs. Bor- 
sodi’s, whose analysis you sent us. As for bias, the 
fact that Miss Lepper wrote her article for a 
national magazine of general circulation while 
Mrs. Borsodi’s was published in the official trade 
magazine of the electrical appliance industry, 
speaks for itself. Is it lack of knowledge, careless 
ness, or a desire to stack the cards in favor of 
home appliances that impels Mis. Borsodi to 
allot only 53% hours for washing and ironing al/ 
laundry at home and then to estimate 6% hours 
for ironing at home only a portion of the laundry 
after a/l the washing and all the ironing of flat 
pieces has been done by the commercial laundry ? 
If you analyze the analyses, you will also notice 
that the current cost for this home ironing is 
placed at 11 cents for the 6'% hours while the 
current cost, also at home, for washer motor, 
ironer and hand iron, is 18 cents for — according 
to the optimistic estimate of the time it takes to 
do a full washing and ironing at home — 5% 
hours, or 45 minutes less.* 

Our concern in DELINEATOR is not to 
boost one product over another, but to give ou: 
readers facts, gathered by experts from reliable 
sources, which will help them run their house 
holds efficiently and economically. We feel that 
Miss Lepper’s article has done just this. 


Maria SERMOLINO, 
Delineator, New York City. 





*Editor’s note: Mrs. Borsodi makes clear that the 54, 
hours for the full washing and ironing was with the us« 
of an ironing machine. The 614 hours for a portion with 


a hand iron. 


To the Editor: 


In your February issue of Electrical Merchan- 
dising, in the article by G. E. Stedman, “The 
Weekly Contact Plan,” there is a statement that 
“something is wrong with the merchant that does 
not give his retail salesman a break with 15% 
commission.” 

I wonder how long the merchant can stay in 
business who gives a 15% commission and fur 
nishes the salesman with a car and car expense 
money—when refrigerator discounts gross the 
dealer from 32-38% in the more desirable lines 
and from 32-40% on the less desirable lines. 

The item of freight takes off about 3% from 
this gross, leaving the dealer approximately 29 
35%, from which the 15% must come. Car er 
pense will run very close to between 2 and 3% 
more. Then there is store overhead, delivery ex 
pense, service, and all the other things that go to 
make up the expense deductions. 

Of course, this discount does not apply to re 
frigerators alone. Oil burners, electrical appli 
ances, the small radios, etc., all carry less than 
40%. It seems to me that Mr. Stedman evident! 
wishes to stir up the salesmen, and heaven knows 
that they need to be stirred up along the lines o! 
making more contacts, but I think he needs to 
study his figures a little better when he makes 
the remark that he does regarding commissions. 

H. F. Benpix, 
Bendix Music Electric Shop 
Walla Walla, Washington. 
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THESE LAMPS AT NEW LOW PRICES 
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ED, WHY DONT you 
USE SOME DECENT SIZE BULBS 
IN YOUR STORE?-- THE 
BIG ONES COST LESS NOW! 
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S WAYS TO MAKE MORE MONEY 
FROM NEW LOW MAZDA LAMP PRICES 


General Electric’s announcement of new, low prices on higher wattage Mazpa 


lamps (effective May Ist) makes it easier than ever for you to sell these lamps. 


Here are five ways you can make more money from the opportunity these 


prices give vou: 


1. Fill Empty Sockets—Investigations 
show that many neighborhood stores and 
other business places are buying inferior 
lamps from door-to-door salesmen. Now 
with higher wattage Mazpa lamps at new 
low prices, take advantage of this situation 
and sell your neighbor the quality Mazpa 
lamps he needs. Spend half an hour a few 
limes each week or hire someone to call on 
‘our neighborhood stores, barber shops, 
service stations, etc. Show them how much 
more light quality lamps give than poorly 
made bulbs . . . tell them about the new 
low prices. 


2. Sell More Higher Wattage Lamps— 
lhe Better Light-Better Sight program has 
instilled in many of your commercial cus- 
tomers the desire for the extra Jight prov ided 
by higher wattage lamps. You'll find it easier 
lo replace present low wattage lamps in their 
business places with higher wattage lamps 
at the new low prices. 


3. Attract New nome Customers— 
With larger sized Mazpa lamps displayed in 


your store and in your window at the new 
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low prices, your store will attract many 
people who formerly bought only lower wat- 
tage lamps. Convincing them of the advan- 
tages to eyes and pocketbook through using 
higher wattage Mazpa lamps of uniform 
high quality is easy. 


4. Sell Residential Customers — Approx- 
imately 147,000 Three-Lite floor lamps were 
sold last year. That means a good potential 
replacement market for the Indirect Three- 
Lite lamp at the new low price . . . Display 
and sell your residential customers more 
Mazpa Daylight lamps, too. Explain what 
fine light these lamps provide in kitchens, 
sewing rooms, and laundries. Point out how 
economical they are at the new low prices. 


5. Sell More Lamps at a Time—A 11 of 
these advantages give you a greater oppor- 
tunity to sell more lamps at one time to each 
customer. Instead of selling just one 150- 
watt lamp at 25c .. . explain the advantages 
of their having several spare lamps on hand 

. and try selling them oar of the 150-watt 
lamps for a dollar. 
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YEAH, 1 GUESS | COULD. 

SEND ME OVER A FEW 

NOW THAT THEY COST 
SO LITTLE! 
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(Effective May Ist) 
WATTS TYPE WAS NOW 
ae 
150... } Inside Frosted. . 35€ . 25 
Sa as Ee oe oe Sic... 45 
eS: ee are 90c... 75e€ 
a $1.55 . $1.40 
150... . ClearDaylight. . 65c .. . 50¢€ 
200... . Clear Daylight. . 90c . . . 80€ 
300... . Clear Daylight. $1.35 . $1.20 
500... . . Clear Daylight. $2.30 . .$2.15 
50 7 

100 . Indirect 

150 Three-Lite .... 80c...6O0¢€ 
100 

200+... Indirect 

300 Three-Lite .. . $1.00 . . .80¢€ 
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Wringer frame, die-cast from Alcoa Aluminum for Dexter 
Washing Machine. An example of the many wringer frames 
now being made of Aleoa Aluminum, to give better value. 


It's Made Of Aluminum is the selling sentence for 1936. If you can 
say i.m.o.a. about the wringer frames on the washing machines 


vou feature, you've said something! 





When vou say im.o.a.. you say: This frame will never cause you 


trouble or discoloration from rusting. 


When you say i.m.o.a., you say: This machine is lighter, easier to 


move about. 


When you show i.m.o.a., you show beautiful design and appearance 


made possible by the die-casting capabilities of Aleoa Aluminum. 


The words. ICs Made Of Aluminum, are potent sales words, because 
the public is decidedly Aluminum-minded. Women know the desira- 
ble qualities of Aluminum by experience. You can know its ability 
to help move merchandise, if you start saying, i.m.o.a., right now! 


ALUMINUM COMPANY OF awERICA, 2160 Gulf Building, Pittsburgh, Pa. 














ALUMINU 
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Continuing the 


Buyins 


EDITOR'S NOTE 


In and Marct 


issues of Electrical Merchandising 


the February 
editorials appeared criticisine the 
REA policy of cooperative buying 
of appliances by rural cooperativ« 
groups. In the April issue, we 
published a letter from Mr. Morris 
L.. Cook, administrator of the Rural 
Electrification Administration, in 
which he categorically denied an 
specific intent on the part of the 
cooperatives to interfere with the 
normal channels of appliance dis 
tribution. 
from Murray D. Lincoln, secretary 
of the Ohio Farm Federation 
Bureau, confirms our original stand 


The following letter,. 


on the question 


To the Editor: 

The splendid publicity that your 
editorial in the February issue of Elec 
trical Merchandising gives to the co 
operative movement is appreciated. 

But the attitude as expressed does 
not do justice to the fine editorial 
standards usually set by the McGraw 
Hill publications. You appeal only to 
the selfish interests of a relatively 
small number of people, the electrical 
appliance dealers, and seemingly ig 
nor consideration of those many mil 
lions of human beings living on farms 
who have been denied the comforts 
and conveniences of electricity that 
vou wouldn't think of denying to your- 
self or your family. 

Have you ever seen these figures: 

“Of the 32,700,00 people liv- 
ing on farms in America 

73% carry water from wells 

77% have to get along with out- 

door toilets 

93% have neither bathtub nor 

shower 

767% have kerosene or gasoline 

lamps 

33% heat with fireplaces 

54% heat with stoves 

48% have to do laundry work 

out of doors”’ 

Farmers have foregone these con 
veniences only because their financial 
condition did not allow them to meet 
the prices set by utilities for the con 
struction of lines, and the cost o! 
power and appliances. 

Why have you not used your ed: 
torial page to urge fairer rates and 
lower costs of appliances (which 's 
now happening in a surprising num 
ber of cases since this cooperative pro 
gram got under way) so that farmer: 
could afford these twentieth century) 
necessities. 

It seems to me that only unenlight 
ened selfishness could have dictated 
any other course. 

You say that utilities can build 
rural lines as rapidly as is econom: 
cally justified. I challenge that state 
ment. You have only to look at the 
holding company records and the sal 
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(Cooperative 


Discussion 


aries paid to some of the utility off- 
cials to realize that perhaps one reason 
why these 32 millions are still un- 
served is that the utilities could not 
make as much money in extending 
these lines as they had in the congested 
urban areas. 

Why not take a constructive view 
of this situation and realize that here 
is a vast potential market that to date 
has been untapped? That the cooper- 
atives will not get all the business, 
and that wide awake local merchants 
with a reputation already established 
have a head start on any cooperative 
just starting? To say nothing of help- 
ing to contribute to the confort, con- 
venience and release from drudgery 
of the average farm family. 

And here’s one matter that I frank- 
ly do not understand. Why do you 
(representing appliance manufactur- 
ers) assume that you are the only ones 
entitled to handle appliances. 

I dare say that if you or one of 
your subscribers now in the appliance 
business decided to buy a farm you 
would not hesitate to do so. And per- 
haps would resent anyone telling you 
that you could not do it. 

Farm folks have found that they 
can materially lower the cost of fer- 
tilizers, feed, and other necessities, by 
purchasing cooperatively. It is their 
money that is to be spent to buy this 
electrical equipment and those dollars 
have been difficult to secure over the 
last five years. So who is there that 
has a right to deny them an opportu- 
nity to save on buying appliances or 
doing anything else that is advan- 
tageous to them. 

You do an admirable job of stating 
our objective when you say: “The 
whole objective is to make the limited 
dollars of the farmer go farther, cover 
more appliances, therefore build up a 
greater initial load and put the proj- 
ect as a whole upon a more substantial 
basis.” 

You refer to the $100,000,000 
asked for by private utilities for rural 
line extension. If you have read the 
rules and regulations of the Rural 
Electrification Authority you know 
that utilities have as much chance to 
secure funds as did other groups. 
And I assume that you know (but 
refuse to publish) the real reason why 
utilities did not secure thosé funds. It 
was, so I am reliably informed, that 
they did not care to divulge their 
costs, nor agree to rates based on rea- 
sonable costs, which cooperatives must 
agree to before the REA money is 
forthcoming. 

Your threat to boycott manufac- 
turers selling to cooperatives does not 
surprise us. It has happened in every 
field we've ever entered. But your Mr. 
Pierson, president of the Standard 
Electric Stove Company, hit the nail 
on the head when he said: “REA will 
get ail the ranges they want at prices 
that will make regular distributors 
squirm.” We'll get the ranges because 
American manufacturers are too smart 
(Please turn to mext page) 



















Sales UP over 400% 




















eration. 


City 


1. Exclusive Distributors in each territory — assuring 
dealers of full assistance, service and localized coop- 


2. A More Profitable Dealer Set-U p—permitting great- 
ly increased residential profits plus those of the 
commercial market. 

WHITING PIONEERED A New Price Structure 
proved most attractive to both home owners and dealers. 


D WHITING PIONEERED Advertising and Sales Promotion 
Plans as effective as those employed in the marketing of other 
successful domestic appliances. 


Watch Whiting!! The 1936 line will soon be announced 


YOUR NEXT GREAT MARKET! 


WHITING STOKER 


Underfeed Stoker Division, WHITING CORPORATION, 
15606 S. Halsted St., Harvey, Il. 


We are dealers in 

Send the facts regarding the Whiting Stoker 
NAME 

ADDRESS 


— And the 4 Big 
Reasons Why 


WHITING PIONEERED the 
designing of Small Domestic 
Models. Not miniatures of larger 
Whiting Industrial and Com- 
mercial Stokers — but smart, 
modern and convenient Domes- 
tic Appliances — engineered 
solely to meet the needs of 
home owners. 





WHITING PIONEERED a 
Distribution Policy capable of 
winning a great new mass mar- 


ket: 
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DOUBLE SALES APPEAL 


A Roaster that Cooks and Serves 






EVERHOT Automatic Roaster and 
Baker 


The EVERHOT Roaster and Baker has 
gained outstanding acceptance, not only on 
its merits as a year-round cooking instrument, 
but also on its double usefulness with the 


Buffeteria attachment. 


To every hostess, the problem of serving food 
attractively is as much a part of buffet cook- 
ery as is the actual roasting and cooking. The 
EVERHOT Buffeteria enables her to serve 
food as perfectly as though a staff of servants 
were at her command. At the same time, the 
food is as good—as hot and tasty—as though 
ic had just finished cooking. 


EVERHOT 


EVERHOT Buffeteria—an inexpensive 
attachment which fits only the EVER- 
HOT Roaster. 


Take advantage of the EVERHOT double 
sales opportunities. Remember, good food 
and attractive serving appeal to everyone. 
The EVERHOT Roastei and Buffeteria com- 
bination completely simplifies the problem 
of a hot buffet. The Roaster-Buffeteria will 
grace any table—and foods cooked and 
served the EVERHOT way are always tender 
and delicious. ; 


















‘This roaster prepares 
*/ = j . 
+ complete elt mea ‘ 


in one operation 


owe” 


No. 300 Window Display Set 


SWARTZBAUGH MFG. CO., TOLEDO, OHIO 
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Imitation Food Display Attracts Customers 


Write for further 
information on the 
imitation food set, 
literature and dis- 
play material 
which complete the 
powerful sales ap- 
peal of the EVER- 
HOT Roaster 
EVERHOT 
Appliances for 
summer profits 





~ | 


ad. & 


EVERHOT Avion”. 
ROASTER and BAKE 





No. 301 Electric Self Demonstrator 
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to turn this business down. And if 
they should feel so inclined, I would 
respectfully refer them, as well as 
yourself, to read Marquis Child’s re 
cent book, Sweden — The Middle 
Way. That book relates what hap- 
pens when manufacturers take so nar- 
row a view as some of your subscribers 
propose. It drives the cooperative into 
the manufacturing field, and we can 
do it if we have to. 

And incidentally, I suggest that you 
read the recent statement issued by the 
cminent statistician, Rober Babson. | 
enclose a copy. 

Then lastly, you and many of your 
readers urge electrical appliance deal- 
ers to get in touch with their Con- 
gressmen and oppose this program. 
That is such a negative attitude, and 
sO against even your own selfish inter- 
ests. But let me whisper this to you. 
Must you exercise much brain power 
to evaluate the influence of the elec- 
trical appliance dealers on Congress- 
men from one of our counties where 
1125 out of the 1234 farmers have 
signed up to participate in this coop- 
erative program? 

And don’t forget, the 32,700,000 
people in America, although they lack 
electrical conveniences, still have 
votes. Better let sleeping dogs lie! 

Shift over to a broader and more 
constructive view. There’s plenty of 
business in America for everyone who 
is willing to render a worth while 
service at a fair price. 

Murray D. Lincoin, 


Secretary Ohio Farm Bureau Federa- 
tion, Columbus, O. 



























































Well directed by pvesident W. W. 
Thornberry, left, and sales manager, 
Charles E. Elliott, salesmen for the 


Gas & Electric Shop, Lovisville, re- 
cently moved 51 cleaners in 20 doys. 
Pleasant was the fact that 75%, of 
the sales included attachments. Sur- 
prising was the fact thot less than 
50°, of the transactions involved an 
old cleaner. 


ELECTRICAL MERCHANDISING—MAY, 1936 


3 Cherchez La Femme 


That the little woman is the per- 
son who has to be kept bucked up 
when salesmen are working on a 
straight commission basis, is the con- 
tention of O. E. Hines, who has 
charge of outside sales activities for 
the Union Electric Light & Power 
Co., St. Louis. 

“Women are not gamblers,” he 
declares. ““Two-thirds of the 85 men 
working for Union Electric Light & 
Power Company are married and 
have obligations. Wives do not like 
a variable income and tend to push 
their husbands into anything that has 
a regular pay check, even though in 
the long run selling will bring them 
in much bigger dividends.” 

So Mr. Hines considers one of the 
cardinal requirements in keeping a 
straight commission crew working is 
a series of talks with the wives, in 
which he points out the opportuni- 
ties ahead. That he enjoys success 
is evidenced when it is realized that 
18 men have been with Hines from 
one to ten years. 


1Semmes says” Tubes-Up” 


No, this is not the Three Graces, 
as one might suppose, but L. G. Sem 
mes, manager, R. M. (Bob) Dexter 
and Harry Breedlove of Lowenstein’s 
radio department, Memphis, Tenn. 
Reason for radios being backward is 
to show off the metal tubes to cus 
tomers. 


2 Bright Ideas 


To users of premium books plans, 
which made a clean-up in 1935, R. 
1.. McCain of MecGregors, Inc., 
Memphis, Tenn. has a_ suggestion 
Put out a display of the premiums 
offered in books in your store, he ad- 
vises dealers.§ Mr. McCain, who 
heads the service department for M« 
Gregors, Frigidaire distributor in 
Memphis, declares that service is the 
key to the future of refrigeration 
sales. 

“The customer from now on must 
be properly sold. One of the worst 
pieces of sales literature ever put 
out by refrigerator manufacturers is 
the one showing the picture of a ma 
chine that has been running 25 years 
without a stop. This builds up an 
expectancy in the minds of custom 
ers that is ridiculous. Fully 75 per 
cent of the calls that we make are 
useless and without sense. When you 
figure it costs us $2.08 per call in- 
cluding man and car, you can see 
how that nips into profit possibili 
ties. Despite this, our service de- 
partment has made a profit each 
vear for the last four. We recom 
mend a charge of $1.50 for the first 
15 minutes. The city should be zoned 
and there should be a service man 
within 25 minutes of every customer 
in the territory.” 


4 Soap Pudding 


Sugar and spice and everything nice 
is what the public imagines it sees 
when an electric mixer is busy dem- 
onstrating before it, but the truth 
is quite the opposite in the electric 
shop of the Union Electric Light & 
Power Co., St. Louis. 

Miss Laura Tucker got tired of 
seeing real food ingredients dry out 
and spoil in the demonstration. Be 
sides that, they are expensive. So she 
mixes a soap pudding each morning. 
To keep soap flakes churned up with 
water she adds a bit of yellow vege 
table coloring. It washes off readily, 
and can be revived at any time by the 
addition of a little water. The pub 
lic’s appetite is whetted, and the only 
person disappointed is the congenital 
spoon licker who sticks a finger in 
the bowl, she states. 


IDEAS 
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Hot Weather— 
Cool Cooking 


CONTINUED FROM PAGE 28 aomemmms 





dealers cooperated in the campaign 
as did Harbour-Longmire, Kerr’s and 
Brown's, department stores. Similar 
set-ups existed in other towns in the 


territory. 

Forty-five cents down was esti- 
mated as the most appealing price 
to get action. Four models, 12 and 
6-quart sizes, ranging from $17.90 
to $12.95 were selected, as ideal- units 


to push. No reference was made in 
the advertising to the cost of oper- 
ating the appliance and the utility 
figured that if each unit would bring 
| in $10 worth of load revenue they 
| would be ahead. 
Following a school for dealers, 
| Harbour-Longmire and other depart- 
ment stores boomed out with color 
| advertising in the Daily Oklahoman 
| which reaches out over most of the 
| state. Features of the advertisements 
were mail-order coupons soliciting 
business by mail. Following this, Har- 
bour-Longmire gave a free luncheon 
to sixty adults, prepared in electric 
cookers. Sixty people were served at 
a cost of not over 20c per person, 
thanks to a hookup with Armour & 
Co. Needless to say the advertising 
brought in names of several hundred 
interested people. 


IN TUNE Wil 











VIVIENNE. Of modern design this striped mahog- Believing that timeliness is fully as im- Big space publicity, low down-pay- 
any model retains enough of conventional lines to ments and hot weather — we've men- 
be in demand for any room. 9'/y inches wide. Price rtant in makin sale as time is itself tioned that before — caused sales to 
$7.95. For a limited time only, $6.95. ain 3 ? , pop like corn in a hot pan. Lee Sims, 
. of Harbour-Longmire and Frank 

General Electric offers these three up-to- Stouhean of Mande, alae ik eal 

the-minute weed models te sitmalste the ance to the limit with the result that 


of the 1,265 cookers sold in the sea- 
son some 1,052 were sold in May, 
June and July. They my equally 

 s popular in all parts of the territory. 
/ The Lynnwood, Vivienne and Englewood ee hcaitithe al exiles wen tn: dite 


three months follow: ° 


mid-year gift season business. 























have been especially designed to catch Oklahoma City 601 
El Reno 
\ the eyes of buyers of Mother's Day, June  wace 28 
Guthrie 5 
: Bride and Commencement gifts, without hk ie ” 122 
ENGLEWOOD. An alarm that doesn't look lite an pmo’) on + enna 71 
alarm — which is, in itself, enough to create a large however, offending thete pocketbooks. ie 13 
demand. Size, 5 in. by 5 in. Price $7.95. For a + Kee Seeding ost 57 
limited time only, $6.95. n Tt IVIS ceminininiedeansial antsin 
; The gift buyer's credo — "A lot for a oe 
little" — is strictly adhered to in these By-product : a wt Compson wae 
a cooking sc eld by a- 
three smart new models at their highly homa Times. Another outgrowth was 
= Lacon of the cooker as a 
attractive prices. ristmas gift. 
One of the chief reasons that made 
Get in touch with your General Electric so many sales stick was the fact that 
Mrs. Dera Arrington, range special- 
distributor today. He will be glad to show | ist for the Oklahoma Gas & Electric 


Company, winner of the 1935 Linde- 

le | mann award for her essay, “Advan- 

a | tages of Electric Cooking” and her 

LYNNWOOD. An 1!8!/, inch two-tone mahogany girls followed up every sale closely. 

tambour at an extra low price for its quality and Virtually every customer saw a y ell 
style. Price $9.95. For a limited time only, $7.95. es 

“We found that the cooker was at 

its best on complete meals,” said Mrs. 

Arrington. “It was especially effec- 

tive on cheaper meats. On demon- 

strations we found that leg of lamb, 

GENERAL @ ELECTRIC (n= 2= 

rolls and fruit pies did very well. 

We did not try to can anything or 

S$ / AY t ° make bread. Its ability to a 

_ OC and biscuits was important. y 

elf- lar aac 4 CL KS enough, down here in Oklahoma peo- 


ple like biscuits instead of toast and 
APPLIANCE AND MERCHANDISE DEPARTMENT. GENERAL ELECTRIC COMPANY, BRIDGEPORT. CONN we daa forget that point.” 
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Leonard Helps Dealers 
Build Sales Force 


New Merchandising Division Set Up 
DETROIT, MICH.—Announcement by R. 
I. Petrie, Sales Manager of the Leonard Re- 
frigerator Company, of the addition of a mer- 
andising division to the company’s sales 
rganization marks the inauguration of the 
Man Power Program presented at the com- 
pany’s distributors’ convention at Grand 
Rapids in January. J. J. O’Neill, formerly 
manager of the Leonard Department Store 
Division, heads the new division. Associated 
A. S. Miller, E. 
C. Toohey, C. P. Humphries, J. J. Finegan, 
R. I. Eshman, and R. B. Maxwell—all with 
extensive experience in refrigeration sales. 
In carrying out the Man Power Program, 


with him are six field men 


the six field men are contacting and training 
distributors’ sales personnel directors, equip- 
ping them to enlist and train retail salesmen 
Personnel directors thus trained 
will be in a position to assume complete re- 
sponsibility for setting up an adequately 
manned, efficient sales force in every dealer’s 


for dealers. 


organization. 

The personnel director's procedure is 
thoroughly covered in the merchandising 
division’s carefully developed program. He 
will move into a dealer’s territory and, in 
effect, become a member of the dealer’s or- 
ganization. He will prepare and place the 
advertisements in the newspapers and other 
available local mediums, receive and examine 
the applications, interview the applicants, 
select men of the type best fitted to become 
productive salesmen, and conduct a series of 
lectures and demonstrations on the product 
and tested selling practice. After he has 
satisfied himself that the sales machine is in 
mooth working order, he moves on to the 
next dealer and repeats the process. 


RURAL ELECTRIFICATION 
GROUP FOR WESTINGHOUSE 


Joining in the great interest displayed by 
government, farmers and utilities in 
rural electrification and believing that elec- 
tricity will be distributed in larger quantities 
n rural communities, N. G. Symonds, Vice 
President, Westinghouse Electric and Manu- 
facturing Company has announced the for- 
nation of a Rural Electrification Department 
inder the direction of G. A. Sawin. 

\t the present the department will be re- 
resented by two field men, B. P. Hess and 
R. L. Pleak, both agricultural engineers with 
ide experience in rural problems. 
Mr. Hess 
ast Pittsburgh 
nd southeastern part of the Country. 


the 


will have his headquarters at 


and will cover the eastern 
Mr. 
"leak will be located in Chicago and will be 
sponsible for the northwestern and south- 
vestern sections. Their entire time will be 
evoted to promote the use of electricity on 


The 


en have on the use of electricity in agri- 


arms. expert knowledge which these 


ilture will be available for any specific 
arise. 


roblem which may 





Just back from a trip to Boulder Dam is 
Walter A. Frantz, vice president of the 
Apex Electrical Mfg. Co. One of the 
founders of Apex, Mr. Frantz is active 
in designing and manufacturing and has 
many patents to his credit. 


EHFA EXTENDED 

TO FEBRUARY, 1937 
WASHINGTON, D. C.—An administration 
bill extending the life of the Electric Home 
and Farm Authority until February, 1937, 
was passed March 25 by the House of Re- 
repsentatives. A similar bill passed the 
Senate last July. 

EHFA was originally formed to assist the 
Tennessee Valley authority in financing the 
distribution of electrical appliances by dis- 
counting the paper of local dealers selling 
under certain conditions designed to keep 
prices and carrying charges at a low level. 
Last fall the agency was divorced from TVA 
and set up on a nation-wide basis. It operates 
only in territories where retail power rates 
are low enough to justify wide-spread use 
of electric current. The expected increase in 
business has failed to materialize, and the 
operations of EHFA are still largely within 


TVA territory. 
Universal Offers 
Combination in 
Spring Cleaner Drive 
NEW BRITAIN, CONN. 


& Clark, manufacturers of “Universal” appli- 


Landers, Frary 








ances, are making a determined bid for spring 
cleaner business with a special combination 
offer to the public and the trade, according to 
J. H. Milkey, advertising manager. 

The first combination includes the E495 de 
luxe floor model type cleaner and the E 
hand cleaner to retail at $44.95 instead of 
regular price of $53.45; the second com- 
bination includes the £395 floor model cleaner 
and the £125 hand cleaner to sell at $39.95 
together instead of $48.45, the regular price. 

Free advertising helps for the dealer are 
a featured part of the drive. 
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General Electric Sponsors Another 
“New American Home” Drive for 1936 
| 400 New Homes Aim 





| 


of This Year’s Activity 
NEW YORK, N. Y.—As a continuation of 


an effort launched last year to demonstrate 
the value of scientifically-planned, up-to-date 
homes both to prospective home-owners and 
industry, a new large-scale demonstration 
program for 1936 was an- 
nounced today by President Gerard Swope 
of the General Electric Company. The Com- 
pany itself will build no houses, Mr. Swope 
explained, but will again sponsor a co- 
operative movement of material and equip- 
ment manufacturers, architects, builders, and 
other related groups, as it did in 1935, when 
more than 300 homes were built, opened to 
public inspection and many now lived in 
all over the country as a result of a similar 
activity. General Electric will be responsible 
for another large field organization of 170 
local committees to handle the adminstrative 
details of the plan, contributing to the make- 
up of these committees from its own per- 
sonnel, and supplying much of the promotion 


home-building 


necessary to make the program known to the 
general public. 

“*To encourage the construction of several 
hundred demonstration homes, which em- 
body the best house-planning thought of the 


day, serves not only to stimulate activity in 


producer and consumer goods, but brings to 
the attention of all home-owners the safer, 
more economical, more convenient, and cer- 
tainly more satisfactory way of living that 
technical and scientific advances have made 
possible 
new ones,” Mr. Swope said. “‘Such a program 
benefits all who participate in it.” 

“Last year’s home-building program grew 
out of an architectural competition spon- 
sored during the early spring of 1935 by the 
General Electric Company, and in which 
9000 architects competed for $21,000 in 
The contest problem was to produce 
designed for medium-sized houses, planned 
from the inside out with an eye to convenience 


in existing houses as well as in 


prizes. 














Here's a scene that took place in many 
a Pittsburgh bank after the flood. The 
wash on the line is gilt-edged bonds 
waiting for their turn to be put through 
the electric ironer (Thor). 








the maximum utilization of modern 


methods and equipment. 


and 
Homes were then 
built from these and other designs brought 
to the attention of the country’s builders 


through local committees in an effort to 
stimulate interest in what we term ‘New 
American’ homes and thereby assist in general 
industrial recovery. When the first ‘New 


American’ home was opened in Marblehead, 
Mass., 


people the first day, and by 200,000 before 


it was visited by more than 20,000 
the demonstration period was over. Approxi- 
mately five million persons inspected the 315 
demonstration homes built in all parts of the 
country.” 
The 1936 
program will also be known as “New Ameri- 


demonstration home-building 
can’’, since the sponsors feel that this term 
definitely means quality construction, archi- 
tectural supervision; planning from the inside 
out to eliminate waste space and movement; 
scientific lighting, wiring, and air condition- 
ing; modern kitchens in which labor-saving 
devices have been incorporated in the order 
of their 


use-sequence; designs to permit 





General Electric took to the radio recently to talk to their distributors, dealers 


and sales organization. The program is called ‘‘Hour of Ours’’ 


and above 


may be seen C. E. Wilson, vice president in charge of appliance sales, 


President Gerard Swope and P. B. Zimmerman, 


sales 
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WESTINGHOUSE SPONSORS 
Western Homewares “ad KITCHEN PLANNING MEETI! G 


Institute * 


Home Service Women Attend 


MANSFIELD, O.—A closer understar 


f mutual problems between the home 





worker and the manufacturers, and a 

at K wit wht torage require 
Magazines Cooperate r in be reliably measured w 
ma r mt ments of the recent H 
Service Conference and Kitchen Plan: 


po red by the Westingl ise | 
tric and Manufacturing Company at 
nerchandising headquarters in Mans 
Ohio. In addition to a number of nat 





rave demonstrati 





ouse electric ran 
One of the new demonstration booths set up in a Pacific coast department 


\y pre xximately 150 home service and 
store by the newly-formed Western Homewares Institute (Story below). 


representatives attended the meeting, 
ae ee ee which such well known authorities as Ada 
Department Store Pe im oe = 3essie Swann of Woman’s Home Compani 
Demonstration Service ea eiaaias Fern Snides of Georgia Power; Emma Tig 
f the Boston Edison Company; Mary Da 
sillies of McCalls; Margaret Nevins of 


( 
S, 





e service is part llariv designed to meet 


the needs of national or local manufacturers ig J 
SAN FRANCISCO, CAI \n unusual sale vho have not themselves a regular demon Syracuse Lighting Company, Inc.; Laura Ju 
\ a\ no n l S é ul a on- = : 
t nt for Wat tration staff. D. J. Bartelme, for some year Brvant, Union Gas and Electric Compar 
a i i t iit » UT SO ais a . . 
nm the field. is manager of the Western Jean Lovejoy of the West Penn Power Cor 
- pany; Demetria Taylor of Goo USE 
Homewares Institute—and Allis McKay, | P@®Y3 Demetria ‘1 ayl of 300d H 
home economist hairman of the endorse keeping Institute; and others equally 
m I a cl! nar i th dors } <> ’ 
ment nci portant gave lectures and conducted det 


ton the Pacific Coast with the 
ration of the Western Hom 





— “ monstrations 





ber of partment \s a climax to the discussion of the means 
a i of better demonstration and presentation the 
new Westinghouse demonstration table w 
introduced and explained. It was the 
animous opinion of the group that tl 
icular innovation had a great deal of 
merit, and a desire was expressed to see it 
made available to home service so that the 
might us 


During the Kitchen Planning School the 


new “yardstick” for measuring storage re 





quirements for residences of varying sizes 
contemplating the complete electric kitcher 
installation, was introduced and explained 
by I. W. Clark, Westinghouse Kitchen De 
signer. Clark revealed this method for the 
first time, explaining that it was the culmina 
tion of vears of study and research. By it 
employment kitchen planners and designer 
now have a basis by which they can definitely 
ascertain the amount of the various types « f 


storage space required for residences of any 


given normal occupancy The amount of 





é ed or me and mater : i] , space to be allowed for both the range and 
_ be { Reese Mills (left) manager of Westing- refrigerator can a be definitely a certained 
' ; MCG IM SHE SEFVICE BOOTS house range and water heater depart- Che complete meeting was under the super 

. Ve l test ec! eaci Apt nce ments, gets fo] cooking lesson from famed vision of Reese Mills, Manage r of the Range 
icted purely from the i re tand George Rector at the Home Service and Water Heater Department, who has be 

t t ar t a laborator est i Conference sponsored by the company 


come well known for his pioneer work in the 
rators, and thet at Mansfield, O. 


complete electric kitchen planning field. 





After boosting sales in 1935 to 40 per cent above the previous peak year, the lron Fireman Company Cleveland manufacturers of automatic coal-burning stokers, 
staged their biggest sales convention in March. Over 1,000 distributors, dealers and salesmen saw the unfolding of 1936 sales plans which call for a 50 per 
cent increase in plant capacity and the biggest advertising and sales promotion program in the history of the company. The Iron Fireman ‘‘Coal Flow'’ burner 


held the spotlight. Stoker manufacturers generally are looking forward to big increases over record breaking 1935. 
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deal ELECTRIC RANGES INSTEAD 


j 
1 to see 





oe ee * 
torage re 
ying sizes 

ic kite her 

explained 
tchen De 

od for the 
e culmina 

h. By it 

designer 

definitely HELP LIKE THIS SELLS COMPLETE KITCHENS, TO00 
iS types of 

es of any Women simply fall in love with this miniature kitchen! It’s the sensa- 
mount ot 
hiccnies aaa tional Westinghouse Electric Kitchen Planner, the most dramatic demon- 
geen strator ever used by Electric Range Retailers. Each prospect points out 1 atte asscet yg 
le super a ‘ 4 a a8 cotheant werwating 
the Range the faults of her old kitchen equipment and arrangement by placing the 
o has be - . ‘ ; ‘ . 

ara ed miniature appliances and tracing the waste motions in preparing the 
field. simplest of foods. Then the sales-wise Retailer proves how a real all- 


electric kitchen saves time, labor, and money. The Kitchen Planner 
crystallizes the step-by-step buying idea— initiates kitchen moderniza- 
tion, beginning with the Westinghouse Electric Range. 





Here are pictured three of the plan books 


This dynamic merchandising help is only part of the cavalcade of 
vitally important to Retailers who have the 






proved sales-builders available to Westinghouse Retailers. See the vision to make a place for themselves in the 





profitable future of electric ranges and 





gigantic array of opportunity plans for volume selling during 1936 





kitchens. Make certain they reach you... 


MAIL THIS COUPON!) 





Westinghouse Golden Jubilee Year. The coupon will place before you a 


bulging portfolio of the most powerful electric range and kitchen pro- 
motional helps in history. Send it in TODAY ! 






Westinghouse Electric & Mfg. Co., 
Merchandising Division, Mansfield, O. 

See that your 1936 range and electric kitchen merchandis 
ing plans reach me FAST 


Name 





Company 
Address 
City State EM -5 
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The 


NEWEST 
THING 


MARKET 


HAMILTON BEACH 
ICELESS FREEZER 


Makes smootu, OLD-FASHIONED 
ICE CREAM IN ELECTRIC REFRIGERATORS 


Makes extra PROFITS FOR DEALERS 


it’s a sensation! Every modern housewife using 





It's not only new 
electric refrigeration wants it this time-tested modern way to make 
smooth, delicious frozen desserts in electric refrigerators. Since its intro- 
duction we've received more inquiries about the Iceless Freezer than 
from any other product we've ever brought out. There’s nothing else 
like it 


It’s a “natural” for extra volume and profit. 


19,000,000 ADVERTISEMENTS 


We are backing the Iceless Freezer with an extensive promotional cam- 
paign. The backbone of this effort will be National advertising in 


no cutting into or replacing any item you're now handling. 


leading magazines. The Saturday Evening Post, Woman's Home Com- 
panion, Better Homes and Gardens and American Home will carry more 
than 19,000,000 sales messages to your customers. We also supply you 
with a full array of Dealer helps — window and counter displays, recipe 
booklets, folders and mats for powerful advertisements in your local 
newspapers 
The 


salt. Place it in the freezing compart- 


free on request. 


Iceless Freezer needs no ice or 








ment and plug it in. (Refrigerator 


door closes on flat cord without in- 


S 


jury.) Motor-driven paddles stir the yy 
. - . y 
mixture as it freezes producing a Y 
smooth, fine-textured ice cream. Retail Y 
YW 


price $9.95 western price $10.45. 


(CAUTION: The Iceless Freezer does not 


work in ALL electric in ap 


proved list is 





refrigerators 
packed with every freezer. 


Be sure the customer to whom you sell an 

















leeless Freezer has a refrieerator in which 





ut will work 
Place your order for Iceless Freezers with your Jobber’s salesman NOB 
Write us for dealer tie-ups. Cash in on the demand being created for the 


hottest item of the iceless age. 


HAMILTON BEACH CO., Racine, Wis. 
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A group of prominent utility executives from all over the country 
visited the plant of the Kelvinator Corporation, Detroit, late in 
March to see and discuss the company’s air conditioning develop 


Utility Men Visit Kelvinator Plant 
to Discuss Air Conditioning Program 


Small Home Market Stressed by President Mason 


of utility rep- 


DETR¢ 


resentatives, returning fre 


IT, MICH \ grouy 
te ! ym the Edison Elec- 
t Institute meeting in Chicago, visited 
the Kelvinator Corporation plant on March 
27 to see and discuss that company’s air 


nditioning developments and program with 


special attention to year ‘round air con- 
litioning 

G. W. Mason, president of Kelvinator 
Corporation, in the course of his remarks to 


the utility group, stressed the fact that as a 
result of research and investigation it has 
been found entirely practical to provide air 
conditioning for moderate priced homes. He 
defined the “‘moderate priced” home as one 
less than $6,000 without 


hat can be sold for 


} } } ] 
ated that the large 





the company’s in- 

vestigations will make it possible to f{ roduce 

complete air conditioning equipment at a 
st within the means of the average home 
vner He px inted out that it is necessary to 

provide equipment that can be operated at 
v cost as well as purchased at low cost. 


Re ports 


engineers 


f the investigation of Kelvinator 
indicated that they faced an en- 


tirely new and different problem in the 
development of air conditioning equipment 
for homes than they did in the development 
f such equipment for commercial buildings 
In conclusion, Mr. Mason stated that it 
wa his belief that “the butcher and the 
baker will enjoy vear ‘round air conditioning 
before the banker and the broker.’ 

Utility 
meeting were 
Merrill and H Fowler, Toledo 
Edison Co., Toledo, Ohio; Edward A. Holm- 
berg, Brooklyn Edison Co., Brooklyn, N. Y.; 
C. E. Greenwood, Edison Electric Institute, 
New York City; Charles A. Collier and O. M 
Ja n n, Georgia Power Co., Atlanta, Ga.; 
Harve \. Kevs and Harvey |] Smedley, 


Byllesby Engineering and Management Corp., 


representatives who attended the 


Smither 


Chicago; George Bryant, Graybar Electrix 
Co., Atlanta, Ga.; H. C. Wells, Public Service 
( f Northern Illinois, Chicago; Merrill F 
Skinner, Niagara Hud Power Corp., 
Buffalo, N. Y.; H. J. A. Steinmetz, Public 
Se e El and Gas Co., Newark, N. J 
Oliver Hogue, K. C. Porter and Donald A 
We erbe ( nwealth Edison C 
4 ] I. Recker, New York Edison 
( N \ Cit Edw W. Ashmead 
| Ele P r ( ga 
| \ KE. W | M ement 
( N York ¢ c. &. C 
Power ( ] , Mich.; R. ¢ 
Nel S ‘ Califorr I n Co., 
| Angeles, Calif., and J. D. Noyes, Detroit 
| n ¢ De 


Others who attended the meeting included 
H D W ehrly “ president of Wehrly Co . Ne 
York City; L. L. Northrup, Detroit repr 
sentative of the McCall ‘0.3 H. W. Newe 
vice president, and Harry Stahl, Detr 
manager, of Geyer, Cornell and Newell, In 


Kelvinator’s advertising agency. 


Mill Power Supply in New Quarters 
CHARLOTTE, N. C.—Mill Power Sup; 
Company has recently moved into large 
quarters in the same building which the 
formerly occupied. Increasing business made 
it necessary for them to enlarge their ware 

’ 


house and office space, the new 


] + 
I iocat 


being 66°; larger in floor area than the 


- > oa ; 
formerly new location 





occuf ied. 


better a 


ngement of sto 
s the 





permitted a 


t 


greatly facilitate handling 
orders and deliveries Likewise, the office 


have been so located as to 


which 


coordinate ar 

speed ip the work. KF T example, the account 
ing and credit department, which former] 
occupied a remote section, is now locate 

adjacent to the sales department. Offices are 
arranged for salesmen and display rooms ha 

been arranged for the exhibit of major app 

ances and merchandise items. 

Recently two new salesmen have been 
making a total of 6 
salesmen now in the field. Mr. W.G. Thoma 
is President, B. Merritt, Sales Manager 
George Wilkinson, Assistant Sales Manager 
G. E. Patterson, Credit Manager, and Charl 
Lucas is in charge of the lamp departme nt 


R. M. Person is 


George R. Bell is in charge of merchandis« 


added to the sales force, 


in charge of lighting sale 


appliance sales and F. T. Wilhite is in « nharge 
of industrial motor sales ] R 3aer is sale 
man of the Charlotte district, W. R. Burges 
f the High Point district and R. H 


Greenvi le. Ss ¢.. 


] 
Salesman ¢ 


3aker of the 


district 





George Brice (left) traffic manager of 
Mill Power Supply, Charlotte, N. C., 
glimpsed with C. D. Mitchell, Kelvinator 
district manager at the opening of the 
supply company's new quarters. 
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At the extreme right may be seen George Mason, Kelvi- 


nator president and host to the group at a lunch. Details of the 


story are given on the opposite page. 


AIR CONDITIONING 
UP 23° IN CHICAGO 
59 Installations Reported 
for First Quarter 
CHICAGO, ILI Contracts for air 


ning alla n Ch ig e first 
arte 1936 ew ré I €~ac’ ig 
le | e ( I " I 
C ts for fif 
4 I c ec 
r eig 935 
1 2 ‘ | é Vv in- 
a i OH) 
1.845 r 
g i9 Phe 
10 re re 
1,57 i { 97 
ent 
I'we r nstallations were reported 
trac te 1} I I \l T Wit! a Cal 4 it t 
163 horsepower p1 g 1,202 
Irigera 14 gy 
US r | yg He 
1935 
¢ r ‘ 
g n ¢ 4 
”% 52,238 
ve Se f the Wrigley B gy al 
landel B tr © were th 
gest i 4 n Ma 


NEW COMPANY WILL SUPPLY 
TROJAN WASHER PARTS 


RIE, PA The General Sales & Service 
Company} f 1162 West Sth St.. t 





ce as 4 r 
g rade-name 1d ¢ ent I 
I n Ma g i 
e Hogan, Spencer, WI C ul 
la ers of e | i Vashe Dhe 
complete I I 1 
ers 1and ‘ ake 
nent leale 
There were two 1 n of Troja Vasnhers 
anufactured, a ding to Ralph Brock, 
r I f the General Sales & Se 
r | T mode Wa the 
ert ec and the se nd w asa 
lum cut ¢ \pproximatel 25,000 
in W r vere nutactured and ld 


GAT. Opens Salisbury, N. C. Office 


-EW YORK, N. Y.—C. I. T. C 


give localized 


yrporation 
: : P 
ler t sales financing ser- 


e to dealers and purchasers 


in the territory 

irroundi vy, N. C., will open an 

fice there at 132 North Main Street on 

londay, April 6th. H. F. Yost, until 
. f th 


ager e C. I. T. office in Charlotte 
C, will be e of the new office whic 
employ f of five at the outset. A. C 
al, who has 1 ined C. I. T. contacts 
Salisbu r 1 vill be a ciate 
the new office 
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WEST BEND OBSERVES 
25th ANNIVERSARY 


Began Manufacture of Utensils in 1911 


To commemorate the occasion of its 25th 


birthday, the West Bend Aluminum Co., West 
Bend, Wisconsin, has issued an alumim 

medallion about the size fa half follar 
Pictu in relief on one side are three of its 





outst: I duct ind on the other side 
ire listed the products which West Bend 
na vf ered il 1 level pe j 

One of the most successful developments 


] 


waterless coc 


by West Bend was the 


was brought out in 1920 


»ker which 


In the early Stages 





f its deve T VEC promise 
yut Vas not ng atter a indre 
imple bee | C by the Chicago re- 
presentative that the nares became one of 
West Bend’s leading products 

In the appliance 1, West Bond devetesed 
the electric tea “ae which |} as pro ved s 

lar in rece ea nvenience being 

partict la gnized in kitel hen . be droom Ss, 
bathrooms, and nurseric 


GE "Old Timer" 
Drive Clicking 


BRIDGEPORT, CONN. 


General Elec- 





ric’s “Old Timer Discovery Drive’, a cam- 
ai n | me laur irv eq pment, is break- 
ng all records, according to John M. Wicht, 
nanage me 4 d equipment sales 
section. ‘The e, which is using a radio 
broadcast program featuring Eddie and 
Raly n r ealers find the oldest 


electric washer, ironer and hand iron, with 


a View to ar ing public interest and creating 
sales for new equipment. 
Deak es have already broken records, All These Features 
report ind ated, while distributors have 
signed S 1,100 new dealers as a result @ Low Price 
f the acti 
®@ Portability 
Norge Sells 56,585 Units of ® Proven Performance 
Appliances in March @ Minimum Investment 
; ; @ Attractive Appearance 
DETROIT. MICH.—Norge set several new ave 59P 
all-time selling records in March with sales @ No Installation Worries 
totalling 56,585 units; aggregate sales for re- ®@ Flexibility of Application 
frigerators, washers, ranges and ironers being . : 
: Nh @ Discounts that Spell Profit 
64 per cent ahead for March and 81 per cent 
greater for the quarter than the correspond- @ Freedom from “Engineering 
ing period last year, according to Howard FE. @ Complete to Meet Every Need 


3lood, pre 
Corporation, who rep 
March increases mpared 
month of 1935: Refriger 
ranges, 904 per cent; washers, 

“Norge Detroit and 


have been prod 


rted the 
ators, 37 per cent 
159 per cent 
Muskegon 


t 


icing at capacity, wor 





sident Norge Division Borg-Warner 


following 





oLOROZONT: 


Air-Conditioning is 


* 
gineere 


by the Factory... 
by the Dealer 


HAT’s a statement full of significance to the dealer and the 
prospective buyer who have looked longingly at air-condition- 


OT 


ing but who have regarded it as something too mysterious and com- 
plex to handle—or to buy. 

Corozone believed there was a market for a different kind of 
air-conditioning equipment. Something a dealer could merchandise 
rather than “engineer and install”. Something the user could adapt to 
a variety of conditions and circumstances. 

So Corozone designed and built this different kind of equip- 
ment. The line comprises a number of units all in package form 
from which selection may be made to meet the specific problem 
involved. Corozone units are portable. They are attractive in appear- 
ance, efficient in operation and reasonable in cost. “Installation” 
involves no more than plugging-in to an electric outlet and, with 
some units, a simple plumbing connection. 

There is no seasonal dip in the Corozone sales curve. Units for 
winter, summer, as well as year-round application, permit the user 
to select what he needs most, first—and the dealer to enjoy a twelve- 
month business. 

Distributors are being franchised and dealers appointed. We 
suggest you acquaint yourself with the Corozone line and its profit- 


making possibilities. 





No Other Line Offers 











with the like 


. The COROZONE 


A I R ¢c O N OD | N G 


factories 


three shifts, 24 hours each day, since the 

of the year,” said Blood. “March refriget 

production totaled 37,700 units and washer ®. O R P O R ATI O N 
production was if 64 per cent over March of 

wes re = Fe - } be as _ roe te l 4 2 a E U e L I D AV E N U E 
4 per cent. Records were topped for washers a E V E L A N D P O H I O 


1936 
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“Closes MORE Sales” say Dealers 


Webster's International Dictionary says that “demonstration” 
means “the act of giving tangible evidence of something 
specific.” 

And therein is the reason why dealers in Fairbanks-Morse 
Refrigerators are setting up new records in FAST TURN- 
OVER for others to shoot at. 

The Fairbanks-Morse Refrigerator is the ONLY refrigerator 
which arms you, as a dealer, with a money-saving feature 
which CAN be demonstrated. This feature is the CON- 
SERVADOR —a shelf-lined inner door behind the main 
door, for storing most frequently used foods. 

You can TALK about “economical operation” with an 
ordinary line of refrigerators. But what money-saving, time- 
saving feature is there about the ordinary job that you can 
DEMONSTRATE to Mr. and Mrs. Average Prospect? 

With the Fairbanks-Morse you just open the main door 
of the Fairbanks-Morse and SHOW the CONSERVADOR. 
That's all. ANYBODY can SEE how it serves to keep cold 
air from rushing out of the main food compartment when 
the main door is opened. No other refrigerator has this 
patented feature. And that's not all. The F-M Refrigerator 
has EVERYTHING offered by any other refrigerator. Pros- 
pects quickly see THAT, too! 

Conservador Refrigerator Machine Units are warranted 
for five years under an optional warranty purchase plan. 

GAMBLE 3¢ ON THE PROFIT OPPORTUNITY OF THE 
INDUSTRY! Get the inside facts on the F-M franchise. Write 
or wire Fairbanks-Morse & Co., HOME APPLIANCE DIVI- 
SION, 2060 Northwestern Ave., Indianapolis, Ind. 


FAIRBANKS -MORSE 


Other Fairbanks -Morse Products: Washing Machines, lroners, Radios, Automatic Coal Burners 
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SPOT NEWS FROM 
WESTERN APPLIANCE MEN 


At the foot of all advertising of the Wash- 
ington Water Power Company, which during 
March was given over almost entirely to 
home laundry aids, are two notices calling 
attention to the ““Women’s Club Bulletin of 
the Air”, a daily radio feature at 1:30 p.m., 
and to “Modern Home Magic” which is 
broadcast Monday, Wednesday and Fridays 
at 10:15 a.m. 

*_ = * 

Meier & Frank’s of Portland, Ore. have 
been running a number of full-page ads on 
electrical equipment—radio, ranges, washers 
and ironers, refrigerators and “warm air 
conditioners” (in other words, automatic oil 
The radio department offers a 
free trail of Karadio, installed in the prospect’s 


furnaces). 


car for a week end trail. The equipment, 
installed to the aerial, sells for $39.95. 
* * 


March emphasis on electric refrigerators 
brought out an 8-page full size section made 
up of ads and publicity on the subject in the 
Review of Spokane, Wash. 
Practically every store in town had photo- 
graphs of its equipment in use, with tributes 
from local 


Spokesman 


owners, besides much general 
information on electric refrigeration. Spokane 
ranked high in the national comparison of 
figures showing sales increase over the past 
year. 1935 figures showed a sale of 3,655 
refrigerators in Spokane, as against 1,918 
boxes in 1934, an increase of more than 90 
per cent. This is higher than any western 
city of its class and compares with a national 
figure of 30 per cent increase during the 
year. Spokane sales for the past four years 


were as lollows: 


ae ‘ ; tkthinudecn ee 

ee ay sacecua a 

ae . , ares 

ee ee ee ee ere 3,655 
= a 


The General Motors Show of 1936, in- 
cluding in its exhibits a comprehensive display 
of Frigidaire refrigerators, has been following 
a schedule of 5-day stands up and down the 
Pacific Coast. 
a feature of the entertainment. 

* * + 

H. E. Saviers & Son, Inc. of Reno, Nevada 

celebrated the close of Title 1 of the F. H. A. 


A local radio amateur contest 


iS USUAlI 


by offering a special trade-in allowance ‘ 
to $50” on 50 coal and wood cook st 
turned in on the purchase of electric rat 
before March 31. They have been givin; a 
5-piece oven dinner set free with Monarc!} 
W estinghouse ranges. 

. # « 

Hennessy’s of Butte, Montana, recer 
staged a Women’s Day in the store, gi 
space to charity booths representing | 
welfare institutions, each of which sold s« 
specialty for the benefit of their work. A 
table-setting contest in which five women’ 
clubs participated brought crowds to 
housewares department. During the day f{ 
coffee and sandwiches were served on th: 
balcony. Washers, radios, lamps and 
frigerators were to the fore in the electrica 
appliance section. 

* * 

The cooperative special for Phoenix, A: 
during March consisted of a special offer 
I. E.S. lamps. Floor lamp, study lamp a 
pin-it-up model were offered as a combinatio1 
for $11.99, 99c down and the remainder: 
five monthly installments. Special pri 
were announced also on individual lamps 
In making the announcement of this offer 
the Central Arizona Light & Power (¢ 


listed itself without special emphasis in the 


alphabetical sequence of dealers handling the 
lamp. 
“_ * * 

The Kitchen Fair staged by Barker Br 
of Los Angeles during the last week in Mar 
included some thirty-seven demonstratior 
ling waffles, coffee ar 
rical equipment, washer, 


and exhibits, inclu 
toast made on elect 
ironer, refrigerator and vacuum cleaner de 
monstrations, and an entire meal cook: 
daily with an electric roaster. A kitc 
planning advisory service was offered « 


tomers, who were presented with a booklet 


covering advice on modern labor-saving 
equipment on request. This climaxed, fron 


the kitchen standpoint, the “Tempo” ex- 


position which has been a Barker Br 
feature during recent weeks 
- eS =e 

The $25 trade-in offer made by the Uta 


Power & Light Company for any old co 


stove or electric range turned in on 








The Water's 


Fine! 














In a joint test and publicity stunt, Frigidaire put one of their stock model household 
refrigerators in a stiff workout recently. Dropped over 100 feet from a blimp into the 
waters of Biscayne Bay, Fla., towed around by a speedboat to insure immersion, the 
box was finally hauled out, connected up and made to serve as a temporary bar 
while cocktails were made from ice cubes. The insulation remained dry throughout 
the swim which ought to qualify the model as a “flood” veteran. At the right, the 
refrigerator may be seen as it is about to crash into the water. 
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irchase of an electric range has brought out 
extensive advertising on the part of coopera- 
ting dealers of Salt Lake Citv. The offer is 
limited in time, but the closing date has not 
yet been set at the time of writing 
* * 


A flat reduced charge of $10 for range wir- 
ng in single residences is announced by the 
City Light department of Seattle, Wash. 
Ranges are sold at $2.75 down and $2.75 per 
month, including a lamp and condiment set. 
The department announces that 45,000 
Seattle families now cook electrically. 


* * . 


Women’s Day (or rather, two days) at 
Joslin’s, Denver, Colo. store saw the manage- 
ment of all departments turned over to 
women employees of the store, the male 
members of the organization, including presi 
dent and store mamager, donning blue over- 
alls and doing the dirty work for the occasion. 


This involved the serving of coffee and cake 





women customers, which was handled by 
the credit manager as well as the distribution 


1,000 boxes of candy to early comers. 


Superintendent Wm. Fitpold served as handy- 
man and errand boy Among the special 
events planned was an exhibit of paintings b 
Denver artist One f these, selected by 


popular vote, was awarded to the woman club 





member of the city who was chosen by a 
committee of five as having contributed most 
toward civic, cultural, educational and i 
progress of the community for the year 
Each woman’ ib submitted the names of 

e€ t its ember De idere l 

c | { wie t t * | I c 4 
y the wife of Denve ’ er 
{ the entire P 

* * * 

\ spe ‘ 11. E. S. Better Sig 
la Va mad¢e y Ma | c Public 
ae e Compan Colora I mea 
elive ithe la 1 tele; r ert i 
brief test in ‘ e. $1 and $l a 
I nth were the tern tfered n an $11.95 
lamy , 


meee Your letters convince us that 


ee advertising in the Classified 
=< Telephone Book gets results 





Letters from many dealers are among the proofs we have 
that classified directory advertising pays. For example: 
ELECTRICAL MANUFACTURERS WHO 
MAKE “WHERE TO BUY IT” SERVICE 


AVAILABLE TO THEIR DEALERS 


Dealer No. 1. “... we have received many calls, and 


have made quite a few good customers because of 


this service.” 


Dealer No. 2. “... we are very pleased to recommend 


° the use of this medium as a business getter.” 
% 
o Dealer No. 3. “I carried advertising for several issues 


but failed to place anything in the present directory. 
[ found that I suffered a loss of many calls. In the 
next issue I am considering not only placing the 
extra listings which I previously carried, but some 


display advertising under Radio Service.” 


wii 


Are you identified at all the various product and service 
classifications and under the advertised brands you sell? 
If not, you are losing business. 


Fix that condition. The local directory repre- & & iy 
oY, 





sentative will show how simple itis. Callhimup. “x«# 
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Sterling Smith, Kelvinator na G. V. Pollard is the new gen Lovis R. Wallis is the new —Julius Daniels who headed Parker H. Erickson has been 
tional direct sales division in eral works manager of Kel head of Boston Edison's re the combined promotion and appointed sales manager of 
New York has been trans vinator Corporation in charge cently-formed Commercial appliance departments be- the Radio Division of Fair 


ferred to Detroit head of manufacturing operations Bureau. He will be assisted fore this move to coordinate banks-Morse & Co. 
quarters by— commercial activities. 



















Crosle manager of that operation. Early in 193 


he was transferred to Dayton as commercial 





! \ II] 7 . ales manager, then went to Chicago as dis- 
Cr Radio Corporatior trict manacer wo vear zo, he w re- 
m ) wa) é Pe . as re 


manager 


Another important change In the company | wholesale division. He succeeds William Dun- 
:, — — bar McElhinny, who died early in February 
Mir. Hetzel, the new chief t Frigidaire’ 













ve ; Mr ( : 
Roy E. Smithson is the new y= . nationwide installation and service organiza Eimer F. Born, Cavmnary —_ 
12 that vas returning : . ern manager for Gibson, has 
manager of the commercia tior is been with General Motors Corpora- heaps 
ool : , , , f n © ; i joined Portable Elevator Mfg. 
products sales division o tion for seventeen vears. first with the Da 


Co., makers of beverage- 


Frigidaire : ; = ; ton-Wright Airplane C mpany and General food coolers. 






Virgil Hetzel is the new man 


ager of the installation and W | a at William T. Reace has been 
I 3 t en has been closely alled ) : 
sevice division of Fricidair nomed assistant manager of 
service vis of Frigidaire Beck & Gregg — i acialaiel as Tn Seni Giselle, 2 9 
Sonn id ale velopment | nt ars, | merchandise sales for Com 
\ ta G I.FG is been named ‘ is € Was as ited with a mid-western monwealth Edison, Chicago. 























The appointment of Ericksen as radio 











S 919 is a larg iles manager of the Fairbanks-Morse Appli- 
he ance Division indicates the plans under way 
\ this aggressive division of Fairhbanks- 
Lhe B &G Compar t ada Morse 
Asnasena peng’ agen aa Gibson 
Mr. A. A. Dunlap, formerly eastern dis- 
trict manager for Easy Washers and Fair 
. . . . . ’ 
Frigidaire banks-Morse Refrigerators, recently joined 
the Gibson sales organization. Mr. Dunlap 
bE. G. B g a I } ” field catant 
e genera eid assistan 
; Frigidaire Corporation, has announced Mr. L. E. Taufenbach, Sales Manager of 
Lowell McCutcheon has been t I Ving PI ntment the Gibson Electric Refrigerator Corpora- 
appointed the new manager ke kK. Smit n to be manager. mmer aa announces the apnointment of Mi L. P. Niessen is the new 
f Fri holesale di of ' aides “year iser isi . 
of Frigidaire's wholesale TP WE Nias tn senensens Canon in the ham advertising and sales promo 
vision, succeeding the late Low MeCut . ana whol Cit i tion manager of Cutler- 
‘ 





W. D. McElhinny ' 7 — 4 Hammer, Inc., Milwaukee. 





Consolidated Gas EL & P Co. : Pn a a a 
 <. S \l S \ ited 1 Comme Wallis as Bureau Head and Julius Dar 
| t I ‘ " t t paration of mmer Compan 


as Assistant Bureau Head, veteran executi 


} ; ) > 
with 30 and 23 vears, respectively, of B 





gram throug! 








the territory served bv the Comp V. 
Louis R. Wallis, who heads the new bur 


a 








has been superint of the sales dep 
ment } f the Companv’s front 
ment and ne I the ompany s tron 
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HOTPOINT REFRIGERATOR DEALERS ORDERING BY THE CARLOAD! 


@ Profits by the carload for Hotpoint Refrigerator 


dealers on the west coast! And it’s but a sample of 
the business Hotpoint Refrigerator dealers are 


enjoying in a// sections of the country. 


It’s common knowledge in the industry that the 
Hotpoint Refrigerator has arrived and is going 
places fast! All eyes are on Hotpoint. Every day the 
Hotpoint Refrigerator franchise is becoming increas- T FA 
ingly valuable. Write or wire for particulars! MA 
Hotpoint Refrigerator Division, Section EM5, General 


Electric Company, Nela Park, Cleveland, Ohio. E L EC T R i: Cc R — r R I G - RATO QS 
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BLOW SALES YOUR WAY! 


... STOCK THE 
STYLE LEADER 


THE NEW 


D: Li 


Push this quality leader for its 
modern streamlined styling . . . 
powerful no-hum breeze . . . new- 
type quiet blades . . . two-tone 
glossy black and silver-bronze fin- 
ish. Ten-inch oscillating model re- 
tails for $14.45. Advertised in the 
Saturday Evening Post, Collier’s, 
Time and other magazines. Your 
R & M wholesaler can supply you. 
Stock the De Luxe now for summer 


demand. Sap ae 


Window display, imprinted cir- 





culars, ete., free on request, 


ROBBINS & MYERS 


Founded 1878 
y —_—™, 





Robbins & The Robbins 

Myers, Inc. & Myers Co. 

Springfield, Ltd. 
Obio Brantford, Ont. 


FANS e MOTORS e HAND AND ELECTRIC HOISTS AND CRANES 


CADILLAC sitver 


VACUUM CLEANERS 


NATIONALLY 
ADVERTISED 
In HOME Magazines 


Pictorial Review, American Home, Better 
Homes and Gardens, Woman's World, Par- 
ents Magazine, Child Life—carry the story 
of Cadillac into ten million homes 

Large copies of these magazine advertise- 
ments, Silver Anniversary window display 
sets, circulars, posters—tie your store to 
this campaign and draw sales. 


"19" "39 


























price and performance. Each, 
auwih MODELS 


at its price, gives more of 
ELECTRIC safe and thorough-cleaning efficiency, more serv- 
ice and actual value, than cleaners usually priced 

LIGHT much higher. 


Motor- 
Driven Every Cadillac at whatever price has Electric Floor 
Brush Light, placed to throw light directly in front of nozzle, 


without shadows — in conformity with the National 
Better Light — Better Sight Campaign. All have spe- 
cially-built motors, made in Cadillac's own plant, 
and large 8-blade fan (instead of usual 6-blade) for 
greater suction power. Nozzles adjust exactly to fit 
every rug thickness — rubber bumper all around. Pat- 
ented easy connection for attachments — Automatic tilt- 
ing and handle-locking device. With Cadillac you sell 
convenience of use as well as efficiency. 


SOLD ONLY BY DEALERS 


Cadillac cleaners are sold only through established deal- 
ers and jobbers — never direct-to-user by canvassers, 
house-to-house, or high pressure methods. For sure-fire 
sales plan and dealer discount, ask your jobber or 
write to 


CLEMENTS MFG. CO. 


6666 South Narragansett Avenue 
CHICAGO ILLINOIS 
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spap= TODAY'S meet every requirement in 






executives during the period of the Company’s | 


greatest growth. He is a member of the 
association of Edison Pioneers, comprised of 
persons intimately connected with the work 
of Thomas A. Edison before the turn of the 
century. 

Julius Daniels, who heads the new bureau 
with Mr. Wallis, is of the Company’s younger 
executive group. His responsibilities have 


| constantly broadened from the capacity of 


illuminating engineer to the more recent di- 


rection of promotion-merchandising work. Mr. | 


Daniels was president of the Illuminating En- 
gineering Society in 1932, and is a representa- 
tive of the United States on the International 
Commission of Illumination. At the present 
time he is chairman of the lighting sales sub- 
committee of the Edison Electric Institute. 


Atwater Kent 


F. E. Basler, General Sales Manager of 
Atwater Kent Manufacturing Company, has 
just announced the appointment of George 
L. Sammis as Divisional Sales Manager in 
charge of territory #9, which includes Wis- 
consin, Northern Illinois and Indiana. 

Mr. Sammis was most recently associated 
with The Sunset Elec. Co., of Portland, Ore- 


gon, Atwater Kent Distributors in that | 


territory. He takes exceptional pride in the 
fact that he sold the first Atwater Kent radio 
to reach the Portland territory years ago. 


Stromberg-Carlson 

Lawrence Loveless of Bath, N. Y., has just 
been appointed by the Stromberg-Carlson 
Telephone Manufacturing Company, Roch- 
ester, N. Y., as sales representative in five 
New York State Southern Tier counties 
Allegheny, Steuben, Chemung, Tioga and 
Broome. 

G. Edwin Davis, Stromberg-Carlson sales 
representative in the Utica-Albany, N. Y. 
sector, has been shifted to the Rochester, 
N. Y., office of the Company where he will 
handle special direct-to-dealer sales promo- 
tional work. 


4 
Kelvinator 
G. V. Pollard has been appointed General 
Works Manager in charge of Kelvinator 
manufacturing operations at Detroit and 
Grand Rapids, it was announced by G. W. 
Mason, President and Chairman of the Board. 
Mr. Pollard has been Director of Quality 
for Kelvinator since November 1, 1928, in 
which capacity he was in constant touch with 
all phases of the manufacturing and pro- 
duction of Kelvinator products and their 


| rigid inspection before release to consumers. 


Before his connection with Kelvinator Cor- 
poration, Mr. Pollard had years of experience 
with manufacturers of automobiles and allied 
products. For seven years he was a divisional 
superintendent for Chrysler Corporation and 
two years superintendent for the Budd Wheel 


Company. 
Smith 


Transfer of Sterling Smith, residence man- 
ager of Kelvinator Corporation’s National 
Direct Sales division at New York, to the 
headquarters office at Detroit has been an- 
nounced by Edward R. Legg, manager of the 
division, effective April 1. 

In his new position, Mr. Smith will contact 
national buyers of commercial electric re- 
frigeration equipment and refrigeration case 
and cooler manufacturers in the Middle West, 
as well as contacting national buyers formerly 


| handled from the New York Office. 


Mr. Smith has been with Kelvinator for 
the past ten years. Prior to joining the 
National Direct Sales division, he was a Com- 
mercial sales supervisor at the Kelvinator 
New York Branch. 


Pemco 
Elmer F. Born, active in the refrigeration 
industry in an engineering capacity for the 
past sixteen years and recently Eastern sales 


manager for the Gibson Electric Refrigera- | 


tor Corp., is now affiliated with the refrigera- 


tion division of the Portable Elevator Mfg. | 


Co., this city, maker of Pemco Beverage- 
Food Coolers 


Mr. Born, whose extensive engineering ex- 
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39 YEARS 


IN THE SERVICE 
OF THE 
ELECTRICAL 
INDUSTRY 

















erience is regarded as having been most 
\elpful in designing many types of refrigera- 
ion, is very enthusiastic about the possibili- 
ies of the new unit in production here. He 
redicts a wide and active market for the 
ooler in establishments selling cold bottled 
yveverages and food. 


| 4/ tT | 
Anchor Lite 
Two additions to the sales organization of 
he Anchor Lite Appliance Company, 955- | 


157 Liberty Avenue in Pittsburgh, whole- 
aler of Crosley electric refrigerators, radios 
nd washers, have been announced by Harold | 
V. Goldstein, president of the company. 


Jerome Jacoby has joined the selling staff 
nd will contact the wholesale trade in the 
yunties of Beaver, Butler, Lawrence, Mercer 
nd Venango in Western Pennsylvania. | 


David L. Williams, will cover the counties of 
Elk, Cameron, Jefferson, Clearfield, Center | 
nd Blair in Western Pennsylvania. 

Taylor Electric ’ . . . 

BP peg GO TO MOST TIME READERS 
Co., wholesale distributors of RCA Victor 
adios and Leonard refrigerators for the state 
if Wisconsin, announces the election of How- 
ird E. Richardson as vice president and 
lirector of the company. 

Mr. Richardson, who announced his re- 
signation as general sales manager of the 
Crosley Radio Corporation, Cincinnati, the 
latter part of March, after two and one-half 
years in that position will be in charge of 
sales of Taylor Electric. 











Prior to joining the Crosley organization, 


al eee an cone A If you could check your Best Customer lists against Time’s subscription 
electric refrigerators, radios and washers. a . 
Commanweatth Udiesn galleys for your community, you might be astonished to see how many 
E. W. Lloyd, vice-president in charge of ; — ] 9 
sales of the Commonwealth Edison Company, names on your listing were aiso on TIME 8. 


Chicago, announces several important ap- 
pointments in the merchandise sales depart- 
ment of the company. For Time always draws its readers from the Best Customer groups of 
rhe following men were appointed to new 
positions under Gardner S. Howland, man- * ° 
ager, merchandise sales: every city, every town. Those people to whom you announce a sale pri- 
William T. Reace was named assistant 
manager, merchandise sales; William R. 
Cannon, assistant to manager, merchandise 


vately before you advertise to the general public are the very people who 


sales; Frank Fuller, Jr., manager, appliance 


sales promotion; C. H. Lake, manager, office open TIME every Friday. 
service; E. K. Christian, Electric Shops su- 
} pervisor. 


Mr. Reace started with the Common- Time has 600,000 such readers in the U. S. They are important to 


wealth Edison Company in 1916 as a sign 
salesman and was subsequently a lighting ° ° : ° 

icine: iia thadsestdiianad. Balint ines national advertisers, important to you as a selling asset, because TIME 
ng engineer and sales supervisor of the re- 
frigeration division. = is important to its readers, commands their attention. 

Mr. Cannon began his Edison career as a 

lerk in the Commonwealth Edison Electric 
Shops office in 1920 and Mr. Fuller started 
the same year as a sales clerk. Both were 
supervisors in the downtown Electric Shops 
previous to their recent promotions. Mr. 
Lake went to work as a clerk in the Electric 
Shops office in 1915 and later became assist- 
ant to the general manager, Electric Shops. 








ack = alta eta Electrical Products Advertised in TIME in 1936 
Mr. Christian’s first position, in 1922, was as 
a sales clerk and he was subsequently pro- 
moted to a district supervisor. Belden Electrical Cords Hanovia Alpine Sun Lamp 
Cutler-Hammer Crosley Shelvador Kelvinator De Luxe Refrigerator 
Cutler-Hammer, Inc., Milwaukee, an- Edison Mazda Lamps Philco Radios 
ICE nounces the appointment of L. P. Niessen as Electrimmer—Hedge Cutter Safetylight 
advertising manager. In his new position Mr. Electrolux Refrigerator Schick Shaver 
Niessen will have charge of all advertising ere I . , 
; +s . Frigidaire Warren Telechron Clocks 
and sales promotional activity covering the : . —_ — 
“AL complete line of motor control and electrical General Electric Electron Tubes Western Electric Sound Transmission Apparatus 
apparatus which the company manufactures. General Electric I-E-S Better Sight Lamp Westinghouse I-E-S Better Sight Lamp 
\fter completing a course in engineering, General Electric Mazda Lamps Westinghouse Mazda Lamps 
Mr. Niessen attended Marquette University 
and later gained extensive experience in the This list does not include advertising in Time of air conditioning products, 
company’s products in the sales department electrical business machinery, etc. 


aid various manufacturing departments. 
P ior to his appointment he also served for 


scme time as Ass’t. Advertising Manager. 
Thrush 
H. A. Thrush & Company, heating spec- 


Fhe Weekly Newsmagazine 





ia ty manufacturers of Peru, Ind., announce 
th: appointment of Claude A. Olson of Forth 
W orth, Texas, as southwestern representative, 
cc vering Texas and Oklahoma. | 
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VOSS Washers 


J Br Vie. Co.. Davenport, Iowa 
Vod Clipper and Sunshine 

Descrit n: Both mode equipped W 

\ i w ng action floating agit 
r: electrically protected safety wring- 
l-piece full skirt cabinet; silent 

ver ansmission nly 4 mov 

2 7% b r clothes capacit 
‘Clipper’ model modernistic design 


seg : 
eamless chromium tubular frame, whit 


celain finis “Sunshine model 
ry finish. Other models in line 
clude Zer Pioneer and Granger 


Electrical Merchandising, May, 1936 





KELVINATOR Stokers 


Kelvinator Corp., Detroit, Mich. 
D 5 Automat stokers; 2 small 
els { all and medium sized re 
g for ge 
I vellings store 


Description: May be used with warm air, 











am, water or vapor heating 
tems; teatures include: automat 
peration; « mplete combustion yt coal 
iving 4 to 4 fuel costs, the manu- 
lacturers aim; miting device prevents 
‘ eating of furnace or boiler; shear 
n prevents harm to mechanism should 
reign matter get into fuel supply 
W automatic resetting overload 
witch; principle of underfeeding and 
t led forced draft provides com- 
te combustion of all fuel; gray en- 
rome 
trica 


STEEM-ELECTRIC Iron 


Steem-Electric Co., 615 S. Sarah, St. Lou 
Vi 

ym that dampens clothes as it 

61% lbs; built-in contact 


1 to 


pplied 





insure correct amo 
water being ised 

Price: $9.85 Electrical Merchandisi» 
May, 1936 





measure and funnel 





GO Portable Range 
Go Electric Corp., 342 Madison Acve., 
New York City. 
Model: LL. 
De ripir 
bakes, fries, broils; upper part of oven 


Portable range; boils, roasts, 





accomodates standard self basting 
roaster holding large fowl; lower part, 
broiling compartment, accomodates large 
steak or 6 chops; outside stov es, which 
close flush with sides of range for easy 
carrying accomodate large pots and 
kettles. Equipped with chromium plat- 
ed, smokeless broiling pan and rack; 
oven thermostat; three, three-heat re- 


« 


procating double pole switches; switches 


controlling oven and right side stove 


load limiting device so 


interlocked by 
t maximum load drawn from these 
) units is 1100 watts; left switch not 
affected by interlocking device; 110-120 
volts, 1650 total wattage; left side three 





heats: high, 550, medium, 275 and low 

1374 watts; oven and right side: high, 
1100, medium 550, low 275 watts. 

Price: $29.95 in East, slightly higher in 
West Electrical Merchandising, May, 
1936 


v 


= 





WOODROW Washers 
Woodrow Washer Co., Oskaloosa, Iowa. 
Models: 672, 682 and 692. 


De ription: Model 672, 6-sheet capacity : 


, 





4-vane aluminum agitator; worm driven 
gears; streamlined wringer head; out- 
side clutch control; Everglade green 
porcelain tub. 
Model 682, corrugated procelain tub 23 
in. diam.; chrome streamlined wringer 
head; chrome bar release easy reset 
wringer. 
De Luxe Model 692, equipped with 
chrome top end reset release wringer 
with chrome and black finish; 4% h.p. 
rubber mounted motor, rubber cushion- 
ed tub and lid; automatic time switch; 
23 in. diam. tub with triple water action; 
ivory tub and suntan base. Durex 
bearings. 
Models 682 and 692 equipped with 6- 
vane aluminum San-I-Vator agitator; 
8 sheet capacity. 
Any model may be equipped with 
Briggs & Stratton or Johnson Iron 
Horse 4-cycle gas engine, and with electric 
drain pump. 
Prices: 672, $39.50; 682, $69.50; 692, 
$79.50 
May, 1936. 
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SILEX Coffee Makers 
The Silex Co., Hartford, Conn. 

Device: High-speed glass coffee maker 
ranges. 

Description: Ranges equipped with 1000 
watt brewing units with a warming 
element using only 85 watts directly 
beneath brewing element to keep coffee 
at drinking temperature; available in 
2, 3, and 4 unit straight-in-line and 4, 

6, and 8 double line, and in popular 6 

and 8 unit, Terrace designs; all models 

equipped with Pyrex glass; gas ranges 
for these coffee makers are also made 
by the same manufacturer. — Electrial 

Merchandising, May, 1936. 





CARRIER Air Conditioner 
Carrier E , 850 Freling- 
huysen Ave., Newark, N. J. 


Device: Self-contained, portable summer 


gineering Corp. 





air conditioner for individual rooms, 
offices, sick rooms, shops and homes. 
Description: Utilizes air cooled condenser; 
capacity of approximately 3; tons of 
refrigeration; must be located beneat! 
window where a duct connection brings 
outside air in for condensing purposes 
for ventilation; connects to regular base- 
board outlet; centrifugal type fan cir- 
es cooled, dehumidified air at rate 





of 250 c.f.m; single unit cools space 
from 1500 to 3000 cu. ft., multiple units 
available for larger areas; refrigerating 
machine and evaporator coils, fans and 
controls, all contained within dark wal- 
nut finished cabinet 40 in. high, 36 in. 
wide, 18 in. deep, equipped with castors 
for moving from room to room; standard 
voltages including direct current avail- 
able Electrical Merchandising, May, 


1936 





v 


EAGLE Handle Cap 
Eagle Electric Mfg. Co., 59 Hall St., 
Brooklyn, N. Y. 

Device: Rubber handle cap with sprir 
prongs instead of ordinary flat blade 
spring prong is bent over and blades ar 
constructed so that bow is formed 
prong making positive hold when « 
is inserted into receptacle; available 
following types: large and small rubb: 
handle cap, rubber attachment cay 
regular Bakelite attachment cap ar 
Bakelite handle type. — Electrical M 
chandising, May, 1936. 





P 


D 


EL| 





—— 

; | 
; | 

maker | 

h 1000 

arming 

lirectly 

) coffe PROPELLAIR Fans | 

able in Propellair, Inc., Springfield, O. 

and 4, Models: Propellair circulator fans avail- 

pular 6 able in four mountings: low stand, | 

models ceiling, floor and side wall. 

ranges Description: Floor model, adjustable in 

» made height from floor to center of fan 5 to 8 


tlectrial ft.; 2 speeds: 850 and 1150 rpm; maxi- 
mum silence; 2 sizes 22 and 28 in.; 22 
in. fans equipped with 1-20 h.p. motor, 
28 in. fan equipped with % h.p. motor; 
110 and 220 volts a.c.; 115 volt d.c. 
model available in every style. Pearl To the buyer of a washing machine or ironer, 
grey baked enamel finish. 

Propellair slow-speed (690 rpm) multi- 


the Sunlight motor offers years of quiet, depend- 





\ blade V rubber belt drive Attic Fan also 
available in 24, 20 and 36 in. sizes able operation. To the washing machine and 

} equipped with %, 4 and 4g hp. | 

, motors respectively. . e. 

| Prices: 22 in. fans, 110 volt models $57.50, _| ironer dealer, it insures freedom from warranty 
220 volt models $59.; d.c. model $62.50; | ‘. “ 
28 in. fans, 110 volt models $70.; 220 | and repair work—and confidence that his cus- 
volt models $81.50; d.c. models $78. : . ; 
Attic fans $95., $110., and $145. re- tomer will be satisfied. To the manufacturer, it 
spectively for 24, 30 and 36 in. models. 

ner Electrical Merchandising, May, 1996. provides a reliability of performance that helps 

Frelin - v 


to uphold the good reputation of his product. 


summer 
er Sunlight Electrical Company, Warren, Ohio. 
idenser; 
tons of! 
beneat! 


n brings 






surposes 





lar base- 


fan cir- DUVALL Cordless Iron 
r at rate Duvall Appliance Corp., Chanin Bldz., 
Is space | he of xa 

ple unit S Device: Cordless electric iron for household 
gerating or commercial use; a.c. only; 1000 watt 
fans and element; special commercial vacuum 
ark wal- construction retains heat on all types 
n, 36 in. of ironing; lifting eliminated, iron slides 


1 castors in and out of contact onto clothing over 


standard ball bearings; automatic thermostat- 
it avall- ically controlled discharge lever pre- 
May, 


vents over heating; 6 lbs; chrome finish. 
Price: $7.95. Electrical Merchandising, 
May, 1936. 





as FRIGIDAIRE Water Cooler 


Frigidaire Corp., Dayton, Ohio. 


h sprit Description: Designed in 2 types, bottle 
t blade and pressure; cylindrical in shape duco 
lades at bronze finish, chromium plated nickel 


faucet, black porcelain base; 7-pt. ca- 


yrmed ; - : : ata 

a pacity aluminum drip basin; Frigidaire | 
1¢€ se . ” . . | 
‘labl meter-miser” unit easily removable; 

ailable 


thermostatic switch with cold control 


Il rubbé permits temperature governing within 


ent cay most healthful limits; direct type cool- 

cap al ing unit; cooler has capacity to cool 114 

ical M gal. water from 80 to 50° each hour. 
rice: $115. Electrical Merchandising, 


May, 1936 
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J AIR CONDITIONING 


Y © ...The Field with a Future! 


Know Air Conditioning. Get into this new, uncrowded field. 
Grow with the fastest moving industry today. Learn all 
phases of the fascinating work easily, quickly and at low cost. 


The Utilities Engineering Institute (established 1927) offers 
what it believes to be the best and most complete Air Con- 
ditioning course in existence today. It was prepared with the 
cooperation of leading manufacturers in the Industry. It 
covers every subject, including Principles, Functions, Equip- 
ment, Planning, Estimating, Installation, Service and Main- 
tenance. Easily acquired in spare time. Actual shop practice 
on domestic and commercial types of equipment available 
at no extra cost. 








Already Air Conditioning is offering bigger and better oppor- 
tunities than can be found in almost any other industry. And 
it's GROWING by leaps and bounds. The Industry needs 
trained men NOW. Your inquiry will not obligate you in any 
; way. Send TODAY for FREE booklet. 


UTILITIES ENGINEERING INSTITUTE 


(Established 1927) 
400-410 N. Wells St. Dept. 2656 Chicago, Illinois 























- Increase your office efficiency 


(by using modern! ri-Guard Files Ov 
iO 


| THE 
OUTSTANDING 


FILING a 
DEVELOPMENT S 


IN YEARS 









Replace out-of-date filing equipment and methods which 
cause errors, delays, extra work and increased costs with 
modern Tri-Guard Files. Their advantages include 
greater accuracy, quick filing, fast finding, improved 
efficiency with less work and expense. 


The Globe-Wernicke dealer in your city will be glad to 
demonstrate a Tri-Guard File in your office—without cost or obligation, or 


write direct to us for a free copy of our circular, “Speed-Up Filing and Finding.” 


Globe-Wernicke 








Cincinnati, Ohio 
1, ©. 0 on ee ©) oe ODA ok ar 1010100 on 
i oe on OP oe Oe Oy On oe eC On 
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ALLOVER Hair Clipper 


Allover Mfg. Co., Racine, Wis. 


Model: Viking detachable blade clipper. 
Description: Modernistic, streamlined de- 


sign; equipped with Universal motor, 
rotating armature dynamically bal- 
anced; cool vibrationless with positive 
blade lock, improved blade tension and 
sharpening method; radio interference 
eliminator built-in clipper; new tooth- 
design noiseless No. 1 blade; black 
molded housing with chromium fittings. 


Price: $21.50—with 1 extra cutter head 


$23.50. Electrical Merchandising, 
May, 1936. 





EMERSON Fans 
The Emerson Electric Mfg. Co., 
St. Louis, Mo. 


Models: Emerson Seabreeze desk fans, air 


circulators and ventilators. 


Description: Four desk fan models, 8 and 


10 in. non-oscillators and 8 and 10 in. 
oscillators; Parker design blades; in- 
duction type motor; self-aligning bronze 
bearings; hinged desk-bracket base for 
wall mounting; 8 in. fan has toggle 
switch in back cover; 10 in. fans have 
have toggle switch in base; column 
mounted fan has toggle switch in col- 
umn; black lacquer motor, base blades 
and guard, nickled fittings. 

New line of 24 in. and 30 in. air cir- 
culators in one and 2 speed models for 
restaurants, stores and shops; a.c. fans 
have induction type, streamlined, fully 
enclosed motor; 4 chromium blades; 4 
styles of mountings; ceiling, wall brac- 
ket, counter column and adjustable 
floor column; 24 in. single speed fan 
has 3600 cfm with 185 watts input; 30 
in. 2-speed fan has 6000 cfm on high speed 
with 355 watts input; black enamel 
motor and guards. 2 new Seabreeze 
ventilating fans have same features as 
Seabreeze desk fans with adjustable 
panel for windows or transoms or ad- 
justable wall box with automatic door- 
jamb starting and stopping switch; 
French grey finish. 

Prices: Desk fans range from $3.50 for 8 
in. to $14. for column mounted fan; 
Air Circulators, 24 in. 2 speed with 
adjustable floor column mounting $49. 
plus $14.50 for mounting; Ventilating 
fan with wall box $24; with panel $7.50. 

Electrical Merchandising, May, 1936. 
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TAKE THE 
GUESSWORK 


OUT OF DELIVERIES 


SPECIFY 
RAILWAY EXPRESS 





Spare parts, replacements, special 
orders—everybody wanting some- 
thing and wanting it now. The 
Spring and Summer rush is on, and 
you've got to have the goods— 
and quick. 


So don’t waste time in guesswork. 


off 


There’s one answer — specify ‘Rush 
by Railway Express.” Your shipment 


may weigh an ounce or a ton, bulk 


ii 


big or little, Railway Express will 
pick it up by fast motor truck, for- 


mn 


Ol 


ward it at passenger train speed, get 


it into your hands quickly. Ourdouble 





receipt system checks the whole trans- 
action and includes liability up to 
$50 at no extra charge. With a nation- 
wide organization, and 23,000 offices jj 


at your disposal, we can reach any- 


ae ie oe fie Ue ie 


body, practically anywhere, at any 


time, fast, surefire and dependably. | 


For service or information tele- 
phone the nearest Railway Express 


office. 


RAILWAY | , 
EXPRES¢ 


AGENCY INC. 










NATION-WIDE RAIL-AIR SERV! & 


| 





| 
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Jobbers—Make Your Xmas 


GLOLITE PLANS 


NOT TOMORROW— NOT NEXT WEEK 
BUT RIGHT NOW! 











CATALOG PAGES AND ELECTROS 
FURNISHED—NO CHARGE 


tre GLOLITE CORP. 


228 SIGEL ST. CHICAGO, ILL. 
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WasnerElectric Corporati 












Conventional- 


Fan Type Fan 





ee. 
Ae tt 


WAGNER FAN 


For every home there is a Wagner fan of the proper size and type 
to fit every purse and purpose. . . No sales need be lost . . . No 
customers need be disappointed . . . For with Wagner's compre- 
hensive line of fans, no _ nee need you watch prospects leave 
your store just because you couldn't offer them the type or 
price of fan they desired. 

The dealer who is pushing Wagner’s comprehensive line of fans 
has tremendous sales advantages. 


. The fine styling of the line. 

. The extensive range of fans in various price classes. 

. The exceptional sales appeals of the special application fans. 
. The number of items that can be sold the year-round. 

. The dependability and quality of the items. 

. The prestige of the Wagner name. 


Our Wh 


These are all reasons why Wagner fans will increase your sales 
and boost your profits. 


It’s still not too late to sign up with a winner and have a prof- 
itable season. Write today for literature, prices, discounts, etc. 


6400 Plymouth Avenue, Saint Louis,U.S.A. 
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A-K Auto Radios 

Atwater Kent Mfg. Co., Philadelphia, Pa. 

Models: 5 “styled” compact models—556, 
126, 136, 416, 446. 

Description: 556, 126 and 136 use 6 glass 
tubes; 556 and 125, self-contained 
models; 416 self-contained and 446 use 
6 metal tubes; control panels to match 
instrument boards of 33 leading cars; 
universal control available for mounting 
on edge of instrument panel or steering 
column; tuning range from 540 to 1600 
k.c. 

Price: 556, $39.90; 126, $49.90; 136, with 
5% in. speaker, $49.90; with 6% in. 
speaker, $54.50, with 81% in. speaker, 
$56.50; 416, $54.90; 446, with 5% in. 
speaker, $54.90, with 6% in. speaker, 
$59.50, with 81% in. speaker, $61.50. 
— Electrical Merchandising, May, 1936. 

v 


ELECTROMODE Heater 
The Electric Air Heater Co., Div. of The 
American Foundry Equipment Co., 556 

Byrkit St., Mishawaka, Ind. 
Device: Self-contained convection heater. 
Description: Cast aluminum element; 34 

k.w.; 414 in. wide, 91% in. long, 16 in. 
high; completely insulated throughout, 
may be placed flush with wall; available 
in any finish necessary to harmonize 
with other furnishings. — Electrical 
Merchandising, May, 1936. 

v 





YORK Economizer 
The York Ice Machinery Corp., 
York, Penna. 
Device: York Economizer designed to re- 


duce water consumption of air condi- 

tioning systems. 

Description: Designed for 2 purposes: to 
save water costs for users of air condi- 
tioning and to eliminate possibility of 
water shortages; combination forced draft 
cooling tower and refrigerant con- 
denser; arranged for indoor or out- 
door installation; fan passes outside 
air through a bank of bare pipe coils 
over which water trickles in a direction 
opposite air flow to give a Baudelot 
cooling action. Refrigerant air is con- 
densed inside coils and flows by gravity 
to liquid receiver built in base. 

Cooling water is recirculated from 
drain pan by pump driven by fractional 
h.p. motor; thus Economizer with 
4 h.p. pump will handle same require- 
ments as conventional cooling tower 

with 71 h.p. pump; available in a 

number of standard factory-built models 

with capacities from 3 to 50 tons of 
refrigeration. Electrical Merchandis- 

ing, May, 1936. 








Here's How! 





to make NEW profits 


@ Do you know about this new, 
nationally-advertised, major 
household appliance? It is going 
to be the next great money-maker 
for you. Every woman will want 
one for her home. 

Sales arguments ? The best 


there are ! 


Water conditioning 
is an aid to beauty, health and 
cleanliness—a time-saver, a labor 
saver, and a money saver. You 
can prove these points right in 
the prospect's home by using a 
handsome, light-weight, chro- 
mium-plated demonstrator. 
Permutit sales are year ‘round. 
No slack season like refrigerators 
and oil burners. Financed under 
FHA terms; no down payments. 
Permutit fits in with your present 
selling methods and answers a 
real need. 
Distributors — a number of 
good territories are still open. 
100% cooperation to help you 
obtain dealers and make sales 
Local cooperative advertising, 
forceful campaigns and free sales 
training courses. We'll gladly tell 
you how well-known distributors 
are cashing in on this new home 


appliance. 


,titti tuts 


THE PERMUTIT COMPANY 

Room 711, 330 W. 42nd St., N. Y. ¢ 
Please send me, without obligation, com 
plete details of your merchandising plar 
and money-making proposition 

Company 

Address City 


Signed by 
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A CURRENT PROFIT 
ss LEADER 








Retails ‘ wy 


Se each 


USA|ITE 
“SHO-BLO” 
FUSE PLUG 





Speaks for Itself 
IT SHOWS “N.G.” WHEN IT 
BLOWS 


Performance proves—and thousands of 
happy owne know that USALITE 
“SHO-BLO fuse plugs have saved 
them many annoying moments when 
ever t wT The condition 


a ise las nov } 
of the USALITE “SHO-BLO” fuse plug 
is clearly indicated by the letters “O.K.” 
while in good condition and shows the 
letters N.G when it blows 


NO MORE GUESSWORK 
No more f bother you cus- 
tomers can now find their blown fuses 
nstantly. Each USALITE “SHO-BLO 
fuse bea the Underwriter Labora 
tories sea f inspectior There noth- 
ng else ‘ t yet it cost no more 
thar 

I ‘ 

. t ach r ent 
r ‘ ‘ be in 
a i Ash 
y« Jot her te 
t ‘ 


Free! 
! METAI 


\ ONT 
UNITED STATES ELECTRIC MFG. CORP. 
222-228 West i4th St New York 
Chicago Branch Office 123 W. Potk St 














How to PROVE 


Refrigerator 
Performance 


Prove efficient performance of your re- 
frigerator by using a Practical Recording 
Thermometer and a Practical Mo- 
tor Operation Recorder on your demon- 
stration box. Prospects understand and 
believe the authentic chart records made 
by these instruments. The charts show 
temperature maintained, and cycling of 
the motor. Recording Thermometer $18. 
Motor Recorder $21 
2 Guaranteed satisfac- 
tory to you of your 
money refunded. Ask 
your jobber or write 
to us for complete 
information and 15 
Day Trial Offer 





Practical 
Instrument Co. 
2709 N. Ashland 
Chicago 

















Dealer Replaces 
Flood-ruined Directory 


A Pittsburg dealer re- 
cently wrote us — “Due 
to our recent flood our 
Appliance Specifications 
and Directory was ruined 
and we would appreciate 
very much if you would 
forward us a new copy.” 


He got another copy! 
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NCR Posting Machines 
The National Cash Register Co., 
Davt n, Ohio. 
Vode 3049 (16) for accounts receivable, 
accounts pavable and general book- 
keeping purposes; A-2136 (64U Pc)-2 


for deferred payment and 30 day 


a qr i 
Description: 3049 (16) typewriting-book- 
keeping machine posts ledger and cus- 
omer’s statement at one operation 
t plan) and same time proof 
{ printed; credit items print in 


red automatically; balances are auto- 
matically computed and printed; stand- 

1 keyboards and automatic features 
reduce physical effort to minimum 
\-2136 (64U Pc)-2 be wokkeeping register 
for deferred payment and 30 day 


t one operation at the 





cashier’s window 4 original records: 
posts account card, customer's receipt 
book, certifies yx sting medium, makes 
continuous journal record of day’s 
4 enforces accurate totals 
pre tected by lock and key; separate 
cash drawer and total for each of two 
cashiers provided. Electrical Mer- 


handising, May, 1936. 


v 





VISOGRAPH 
The Visograph Advertising Corp., 342 
Viadison Ave., New York City 
Device: Automatic poster device for manu- 
facturers and distributors of household 
appliances, utilizing show rooms, stores, 
public offices and display windows of 
utility companies. 
Description: Shows in succession 20 stand- 
l-sheet posters, (black and white 
lored) and enlarged photos 28 x 
44 in.; posters change automatically 
$ Lumiline lamps 


every 10 seconds: 
talling 200 watts; crimped chromium 


ates refle ight evenly; bronze con- 
n, can be counter sunk into wall 
ited on portable base Elec- 


Mrvchond ng, May, 1936 
v 
Upholstered Trucks 


Orangeville Mfg. Co., Orangeville, Pa. 
Dz 4 | pi Istered truck for handling 
verators, ranges, etc; furnished 


vith various nose widths; bottom handle 


vered for floor protection; large 8 in. 
rubber tire wheels: two 2 in. Webb 
traps with buckels furnished with each 
truck 
Price: $19.60 Electrical Merchandising, 


May, 1936 


McCASKEY Registers 
The McCaskey Regi ter Ce 9 Alliance. O] 
De MeCaskey cash and “one-writing” 
charge account system. 
Deser ption: Register provides a locked-ir 
printed record of amount of sale (cas! 
r credit), what was sold, who sold it 
ol total of cash received and serves 
as adding machine. 


lrawe 


available in 2 capacities 80 and 120 


“One-writing” charge account ¢ 


accounts removable sections provide 
for proper opening of accounts, credit 
limit protection, accessibility, visibilit 
ind privacy of records; charge account 
vstem also available without regist« 
nstalled in metal case with velvoleur 
toy for use on top or below counter 
734 in. igh, 155¢ in. wide, 211% in. deey 
Electrical Merchandising, May, 1936 





DRIVER Workshop 
Walker-Turner Co., Inc., Plainfield,. N ] 
Device: Driver ““Add-A-Tool” workshoy 
Description: Unit A lg |} 
Driver Gold Seal motor, bench 
group, lathe group, 18 in. tool rest, 12 


C nsists ot 


speed motor bracket, belts, pulleys ar 
instruction book; other units may be 
added at slight additional cost sucl 
1 mortising unit, tailstock unit, sh: 
ng unit, model makers metal working 
unit, power-flex drive unit, jointer 
planer, band saw unit etc. 
Price: Unit A $39.95. Electrical M 
handising, May, 1936 





v 


FARMET Tester 
Farmet Corp., 37 E. 21st St., N. Y.¢ 
De ¢ Ir ise and bulb tester 
Description: Tests any type tuse 
tridge or plug—from a fraction t 
amperes mm either a. I d.« 


Electrical Merchand ne, Ni 
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HICKOK Tester 
The llickok Electrical Instrument Co., 
(0514 Dupont Ave., Cleveland, Ohio 
Device: Dynamometer type watt meter 
for testing refrigerators, washers, toast 
ers, waffle irons, motors, radios and 
other household appliances; provides 
reliable method of testing by indicating 
watt load to compare actual wattage 
onsumption with rated specifications 
; models: 4781, 300 range watts, 4783, 
750 range watts and 4785, 1500 rang 
watts; 150 volt limit; can also bs 
upnlied for 220 volt single phase 
Prices: 4781 and 4783, $17.10; 4785 
$18.50 Electrical Merchandising, 
May, 1936 


0) 


DUNCAN Meter 
Duncan Electric Co., Lafayette, Ind 
Device: Watthour 
energ) 


designed for 
consumed by an 


meter 
measuring 
ippliance during a given time; for use 
by utilities and dealers in selling and 
servicing appliances; reset mechanism 
permits starting from zero reading; 
available in 2 and 3 wire types, can be 
supplied with slow or fast moving reg 
sters; large pointer moves around a 
scale graduated in tenths from 0 to 10 


\ / k.w. hrs.; small dial indicates tens of 
sh k.w. hrs. up to 100 k.w. hrs Electrical 
het Verchandising, Mav, 1936 











y RUSSELL Fan 
Russell Electric Co., 340 Huron St., 
Chicago, Il. 

Model: CO24 portable circulator for night 
cooling and exhaust purposes. 

Description: Recommended for use at 
open window; noiseless, three 24 in 
blades; capacity 3500 c.f.m., 100 speed 
control; 1g h.p., 12-pole slow speed 
Ballentine capacitor motor; modernistix 
base of tubing enables convenient slid 
ing about to desired position 

Price: $79 Electrical Merchandisin 
May, 1936. 


eda RAY-O-VAC Flashlights 
Ray-O-V’ac Co., Madison, Wis 
Models: 4—Silverchrome Rotomatic and 
Dualite; improved Copperlite; and 
wag locusing flashlight 


Deser ption: Silverchrome Rotomatic, 
equipped with Rotomatic switch, 5000 
It. range. 

Silverchrome Dualite, floodlight and 
spot light combined—dual switch 
Copperlite, made of solid copper; special 
locking switch, new type hanger, heavy 
lens, silver plated reflector. 

Focusing flashlight complete with 2 
batteries; nickel finish. 

Price Rotomatic, and Dualite, $1.25; 
Copperlite, $1.; Focusing flashlight, 65c. 
~ Electrical Merchandising, May, 1936. 


DIS IN 





RER 
DEALERS) 


SALESMEN: 


TURN HERE 














HERE'S MONEY IN IT 
The startling truth is that over 80% of farm 
pects live beyond the power lines . . . prosperous n homes 










of them is mighty far off .. . Tap this “over 80% withot 
tricity” market with Briggs & Stratton power equipped wa 
Briggs & Stratton advertising each month in leading na 
and state farm papers has already “broken ground” for ’ 
makes your job of selling easier. More than a half million wash. 
ers equipped with Briggs & Stratton 4-cycle gasoline motors now" 
in use indicate the wide acceptance of dependable Briggs & 
Stratton 4-cycle motors. 
Get off the main roads and away irom the power lines where 
there is little competition and many prospects ready to buy. 
Take a tip — demonstrations make sales and profits. Write your 
washer manufacturer for facts. 


% 


ai} 
: 


BRIGGS & STRATTON CORPORATION. Milwaukee, Wisconsin 





EASY STARTING 










GASOLINE MOTORS 
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Telechron way. 


these sign-posts: 














456 Main Sraeetr 

































PHARAOH, Model No. 4F61. 
For desk or mantel. Mahogany 
case with vertical side inlays. 
Four brown felt feet. Polished 
gold numerals on gloss black 
band. 6) inches high. 734 


inches wide. $9.95 



















Retail price 































MILE-POSTS ON THE 
WAY TO PROFITS 


THERE’S a sure, short road to profit —— if you travel the 
And the road is well marked! You can’t go astray with 


1 National advertising — making a big market bigger by emphasizing 
“A Telechron for every room in the house.” 


2 Dealer sales helps — making customers at the point of sale. 

3 A wide selection of models — every one modern and saleable. 

4 A retail price range that is within the reach of every buyer. 

5 A reputation for quality and accuracy that is unquestioned. 

6 A good margin of profit — allowing you to make money. 

You'll find this the easiest road you ever traveled. And the 


most profitable! See the nearest Telechron distributor to- 
day. He'll give you free directions. 


WARREN TELECHRON COMPANY 


ASHLAND, MASSACHUSETTS 


SELF-STARTING 
ELECTRIC CLOCKS 


(Reg. U. S. Pat. OF. by Warren Telechron Co.) 









Nicral base. Numerals etched 
in black on silver 


metal bezel. - $9. 95 


Retail price . 





ALADDIN, Model No. 7F65- 
LBK&LI. Self starting lumi- 
nous alarm. Molded black with 
ivory bezel frame or molded 


ivory with black bezel 


Black case. 
Real price 


bezel frame. 


$5.95 


rena and Qual peice, 96.50. 





AIRMAN, Model No. 4F55. 
Kalnat or maple case. Chrome 
or gold numeral band. Back 


foo . 
treet $6.75 
AIRLARM, same model with 
alarm, 99.95. 
AIRLUX, onyx case, $12.58. 
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TEMPO, Models No. 
3F61-BK and No. 3F61-1. 
Molded black case with an- 
tique ivory bezel or antique 
ivory case with black bezel. 


Block cece. $3.95 


Ivory case. Retail price, $4.25 


KSTCRENGUIDE. Model 
2F03. N model fc 


plastic with Nicral besel. In 
green, antique ivory, white, 


black of red to 
other fittings. 


$4.95 














Review of 





New Products 





increased proportionately; 


Price: 


Price: 





SILEX Coffee Maker 
The Silex Co., Hartford, Conn. 


Device: Lido Clear coffee maker in 6, 8 
and 12 cup sizes. 
Description: 


Pyrex glassware; bowl is 
broadened at bottom to provide faster 
heat transference with brewing speed 
furnished 
with stove base, neck collar, handle, 
cover for upper bowl and table mat in 
red or black molded material; Silex 
patented “quick cooling” stove times 
period of infusion between coffee and 
water without having to remove from 
stove; new automatic control device 
also available with this model. 


Price: $6.95; with automatic control de- 
. 


vice $9.90. — Electrical Merchandising, 
May, 1936. 





SUPER AIR Screws 

Marathon Electric Mfg. Corp., Wausau, Wis. 
Description: Available in 18, 22, 26 and 30 
in. sizes; 3 and 4 blade models; scientif- 
ically designed aluminum propeller- 
type blades; oversize, extra heavy duty, 
cool running motor; 2-speed motor 


available in every size; low stand, 
bracket and high stand models. 

18 in. size, $38.50. — Electrical 
Merchandising, May, 1936. 


v 


RACE Razors 


Racine Universal Motor Co., Racine, Wis. 
Device: Race electric safety razor. 
Description: Equipped with 24 k. gold 


oo Gillette head; 1 double edged 
lade; operates on 110-115 volts a.c.; 
regular model encased in black and 
white Bakelite; De Luxe model encased 
in Walnut Bakelite with brown rubber 
cord and Kum-a-Part plug. 

ice: De Luxe model $3.95; Regular 
model, $2.95. — Electrical Merchandis- 
ing May, 1936. 


Price: $1.98. 


GIBSON KeroUnits 
Gibson Electric Refrigerator Corp, 
Greenville, Mich. 


Device: Kerosene-burning absorption type 


refrigerator. 


Description: Refrigerating unit consists of 


a generator-absorber, receiver, cop. 
denser and their connecting tubes: 
generator-absorber is directly above 
stove and is charged with distilled water 
in which ammonia has heen absorbed: 
evaporating or freezing unit is built jp 
with receiver and mounted in top of 
food compartment; completely enclosed 
absorption unit, hermetically sealed: 
no valves, no moving parts, does not 
require gas or running water; semi- 
automatic; 6 cu. ft. capacity. — Ele. 
trical Merchandising, May, 1936. 





HART Thermostat 
The Hart Mfe. Co., Meriden, Conn. 


Device: Hydraulic thermostat designed for 


use in domestic or commercial heating 
equipment where remote control of 
temperature is desired such as air or 
liquid temperatures in electric ovens, 
dryers, incubators, water heaters, etc; 
small active element can be easily 
mounted in most efficient place; con- 
trol knob with temperature readings 
can be placed in any convenient er- 
terior location; calibrations are made 
without removing knob; accurate close 
operation of temperature provided; low 
voltage pilot light with red indicating 
bulls eye optional. — Electrical Mer- 
chandising, May, 1936. 








HAMILTON BEACH 
Mixer Attachment 
Hamilton Beach Co., Racine, Wis. 


Description: New Pea Huller and Bean 


Slicer attachment for Hamilton Beac! 
food mixer, has just been announced 


May, 1936. 
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Corp., 
ption type 

consists of 
iver con- 

neg tubes; 
tly above 
‘illed Water 

absorbed: 

is built jn 

in top of : 
ly enclosed DAYTON Refrigerators 
lly sealed: Ileinz & Munschauer, Buffalo, N.Y. 
, does not Models: De Luxe line in 6, 7, and 8 cu. ft. 
iter; semi- sizes; Standard line in 4, 5 and 6 cu. ft. 
y. — Ele. Description: Outstanding feature of Day- 


1936. ton De Luxe models is Snap-On color 
moulding in variety of colors than can 
be snapped on to front of cabinet in- 
stantly; 6 and 7 cu. ft. De Luxe models 
equipped with Dayton Drawer—por- 
celain enameled, refrigerated drawer 
located at bottom of refrigerated com- 
partment, providing sliding drawer of 
full width and sufficient depth for stor- 
ing prepared foods such as desserts and 
salads on their plates ready to serve; 
other features include egg and fruit 
baskets mounted on inside of De Luxe 
cabinet door; “No-tip” shelves; 1 rub- 
ber ice-tray; Cold control; defroster and 
dome lights; white porcelain interiors. 


at — Electrical Merchandising, May, 1936. 


n, Conn. 
lesigned for v 
‘ial heating 
control of 
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tric ovens, 
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BUTLER STOKERS 
Butler Mfg. Co., Kansas City, Miss. 
Models: Standard 38, Streamlined 37 
Description: Standard model 38 is almost 
identical to Streamlined model 37, hav- 
ing same gear box, fuel and air ducting 
and retort base, same interchangeable 
retort and.tuyer combinations to pro- 
vide tailor-made air distributions to fit 
various coals; available in 4 capacity 
sizes from 18 to 50 Ibs. of fuel per hr.; 
scientific draft distribution produces 
even flow of air: throughout entire fire- 
bed; coordination of unit feeds a bal- 
anced diet of coal and oxygen into 
CH furnace for perfect combustion; cylind- 
trical shaped hopper with diagonally 





















oF corrugated pattern is main difference 

aad Bean between standard and Streamlined 

Iton Beach models. — Electrical Merchandising, 
May, 1936. 

announcee ; 

chandising, 7 









RACE Skin Smoother 
Race Universal Motor Co., Racine, Wis. 
Description: Soft white rubber finger ap- 
plicator for gently massaging skin; uf 
and down motion delivering 7200 pul- 
sations per min; requires no oiling— 
mechanism encased in French violet 
moulded case; 110 volt a.c. only. 
Price: $3.85; extra applicators 50c each. 
Electrical Merchandising, May, 1936. 













WESTINGHOUSE Fan 
Westinghouse Electric & Mfg. Co., 
Mansfield, O. 

Model: 12 FLP-3 adjustable height fan. 

Description: Fan mounted on adjustable 
standard and portable base, eliminates 
inconvenience of placing fan on chairs, 
floor or other hazardous locations; 
equipped with Westinghouse high-speed 
motor; Micarta blades; oscillating; ré- 
sistance unit for speed control mounted 
in base; 3-speed snap switch with in- 
dicating handle “off,” “low,” “medium,” 
and “high”’; base 12 in. diam. 13 Ib. net 
weight; column supporting fan has lower 
stationary part with upper moving part 
which permits an adjustable height of 
from 3 ft. 6 in. from floor to 4 ft. 9 in. 
from floor; upper part of column locked 
to slide in stationary bottom part but 
cannot be removed entirely out of lower 
shaft. Motor base and lower column 
bronze krinkle finish, upper column 
clear lacquer; available for a.c. or d.c. 

Price: $28. — Electrical Merchandising 
May, 1936. 





EDELMAN Insect Destroyer 


Edelman Co., 6249 St. Lawrence Ave., 
Chicago, il. 

Device: “Electric Spider” fly and insect 
destroyer. 

Description: Clears flies, mosquitoes, 
moths etc. from home, restaurant or 
market place; operates on vapator prin- 
ciple, dispersing pyrethrum extract by 
entrainment, floating insecticide to 
every corner of room; porcelain housing. 

Price: Commercial size with 1 gal. in- 
secticide $5.35; domestic size with 4 
gal. liquid, $4.70; replacement supply 
insecticide, $1.40 gal. — Electrical Ver. 
chandising, May, 1936. 


7 
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VICTOR Fan 
Victor Electric Products Inc., 712 Reading 
Rd., Cincinnati, O. 

Model: Tornado 22 for offices, stores, etc. 

Description: Two-blade, 22 in. fan driven 
by extra heavy duty motor; silent 
blades; 3 mountings available: heavy 
base with pedestal shaft adjustable to 
any height from 5 to 8 ft.; heavy non- 
tipping base for mounting on high cabi- 
nets, display cases or wall shelves; 
canopy mounting for suspension. at 
any height from ceiling. 

Prices: Ft-44 pedestal type $59.95; Ft-45 
for top of cabinet mounting, and Ft-46 
for ceiling mounting, $45.95. — Elec- 
trical Merchandising, May, 1936. 
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MAGIC-AIRE Cleaner 
The Cleveland Suction Cleaner Co., 
1734 Toanhoe Rd., Cleveland, O. 

Description: Built in form of metal cylinder, 
634 in. diam. 22 % in. long; black and 
aluminum crackle finish with aluminum 
trim; high speed, 4 h.p., ball bearing 
motor, 110 volts, 500 watts; toggle con- 
trol switch; 2-stage fan gives maximum 
suction power and quiet operation; dust 
bag located inside metalcylinder mount- 
ed on steel cage; attachments included 
with cleaner; 8 ft. hose; 25 ft. rubber 
cord; 2-piece. extension tube; 11 in. 
aluminum floor tool; round dusting 
brush; 8% in. brush for wooden floors; 
5% in. aluminum nozzle; deodorizer; 
3-0z. can Dichloricide; soft rubber tool 
for corners; liquid sprayer; air purifier 
for dispelling cooking odors etc. 

Price: $69.50. — Electrical Merchandising, 
May, 1936. 





BRANNON Dutch Oven 
Brannon, Inc., 14307 Third dAcve., 
Detroit, Mich. 

Model: “Dutch Mandy” No. 136-2 

Description: Aluminum; thermostatically 
controlled; adjustable to any tempera- 
ture from 150 to 550 degrees; 6 qt. 
capacity; equipped with large full ca- 
pacity insert and trivet for baking 
small roasts and fowl; 2 separable 
aluminum inserts for casseroling 2 
dishes at same time; top browns; holds 
uniformity of temperature on top, 
bottom and sides; available in 3 com- 
binations: red, black or natural with 
chromium trim; 950 watts, 110 volts. 

Price: $10.95 complete. — Electrical Mer- 
chandising, May, 1936. 





IRON FIREMAN Stoker 
Iron Fireman Mfg. Co., 3170 W. 106 St., 
Cleveland, O. 

Device: “Coal Flow” bin-feed automatic 

coal burner. 

Description: Coal flows from coal bin to 
fire, all manual handling of fuel elimina- 
ted; operating mechanism may be in- 
stalled either behind or beside furnace 
and feed worm which automatically 
conveys coal from bin to fire box may 
be installed below floor; can be installed 
in old or new homes; equipped with 
modern electrical controls; Anthracite 
models have automatic ash remover. 
— Electrical Merchandising, May, 1936. 


HART Switch 
The Hart Mfg. Co., Meriden, Conn. 
Device: Bi-Rotary heater switch for use 
in electric ranges and heavy duty appli- 
ances; employs slow break principle for 
selective heat control of top plate and 
oven elements; various heats are posi- 
tively selected by moving handle only 
45° for each position; easy to install; 
3 mountings possible; chromium and 
Bakelite handle in modern design. — Elec- 
trical Merchandising, May, 1936. 





HAAG Washer 
Haag Bros. Co., Peoria, Illinois. 

Model: 42. 

Description: Large capacity washer; Oyster- 
Gray finish; massive cast Haag wringer 
with self-equalizing tension; oilless 
bronze bearings; 24% inch balloon rolls; 
vertically corrugated porcelain tub- 
22% inches in diameter; 15 gallon 
water capacity; rigid unit frame con- 
struction; cast legs; available with or 
without drain pump; rubber mounted 
Y% h.p. oilless, electric motor or Briggs 
& Stratton 4-cycle gasoline engine. 

Special Features: Wringer equipped with 
the Haag Mechanical Hand Safety 
Feeder, which feeds the rolls auto- 
matically with maximum ease and pro- 
tection to the operator; 4-vane Multi- 
flush agitator adjustable in tub clear- 
ance and produces double washing 
action; improved frame construction 
provides rugged rigidity. 

Price: Model 42-E, $69.50. — Electrical 
Merchandising, May, 1936. 





LEVITON Sockets 
Leviton Mfg. Co., 236 Greenpoint Aove., 
Brooklyn, N. Y. 

Device: New line of receptacles, switch 
plates and sockets molded of Plaskon 
has just been announced by the above 
company. — Electrical Merchandising, 

May, 1936. 





PAGE 69 





NLE\KES VIODELS 


Tare: 





} j { \ // ‘SS 
S he ele cut 
t th ake poo 
‘ 0 Mt nt on iterial 
tt ) ‘ ] ( cs Re 
lement an bend kink 
the prongs fheient to make yoou 
yitact Detween prong and sleeve 
Disregard the thin metal contacts at 
the bottom of the sleeves, intended 
is contact pounts. 


COLDSPO1 Refrigerator 


(jas leak at seal. Mix jeweler’s 
ouge and $.A.E. 10 oil and place 
1 small oil-can. Squirt a Tew drops 


if a time on the seal seat while the 


nit s running. When leak stops 
emove traces of rouge with plain 
A.E. 10 oil. 

EASY R Masher) Red button 


pressed but motor does not start, 
continuously. . .Try 
with hand. If it 
otates freely then either the bearings 
the starting winding 
of the motor is burned out. If coup- 
hard to Allen 
setscrew on shaft 
Start machine by 
button and if motor starts 
the probabilities are that 
the pump is clogged. Clean the pump. 
If pump seems free and motor still 
does not start trouble is probably in 
the Loosen four 
bolts on the Textoil gear housing. 


Try shaft and it will probably be 


heard 


DUZZING 
noftor oupling 


ire worn or 


ling is rotate loosen 


pump impellor 
shown in sketch. 
pressing 


~ omptly 


transmission Case. 





from fibre 


Allen setscrew 
gear. Force shaft out of Textoil gear 
housing and clean off scale on shaft. 
Wash housing cover with gasoline. 
Replace Textoil gear and shaft. Start 
nae hine. 


stiff. “Take 


EASY 3D,4D (Washer) Stuck 
dryer basker. . .Caused by failure to 
oil basket drive shaft. A basket-puller 
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DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


We pay for all acceptable ideas. 


Address Service Epiror, Electrical Merchandising 


330 West 42nd St., New York City 








may be made to facilitate removal, as 
follows: Saw a piece of straight- 
grained hardwood so that it is 13 
by 1% by 2 inches. Drill it through 
the center on the 114 inch side with 
a ¥g inch drill. Make another piece of 
hardwood 9 by 114 by 1 inches. 
Drill this piece through the center 
on the 1% inch side with a ¥% inch 
drill. Assemble with a 6 by ‘te inch 
bolt or cap-screw, two washers and 
a nut, 

Sketch shows block C resting on 
top of dryer tube for pressure. Block 
1) is shown inside dryer basket, catch- 
ing lip at edge basket. The outer 
tub is designated by the letter A. B 


is the dryer basket. By tightening 
nut FE pressure is exerted on the 
dryer basket and a few turns will 
loosen it. 

> 


Two Motor Testing Instruments 


By Ilarvey Golk 

Golk Electric Works 
A dependable “growler’’ for testing 
small armatures can be made from an 
old G. E. 4% hp. 60 cycle a.c. motor 


by sawing a slot in the top of the 


frame as shown. 

Insulate the frame and wind 450 
turns of No. 21 magnet wire on each 
side. Do not reverse direction when 
winding as the two coils are really 
used as one coil divided. If by acci- 
dent one coil was reversed, a good 
armature under test would indicate 
that it was defective because the feeler 
would stick all around. To ascertain 
that the winding is connected prop- 
erly, take two nails about 3” long and 
allow them to stick to each pole. 
When they are thus attracted, see if 
the free end of the nails attract each 
other. If so, the winding is connected 
properly. If not, simply reverse ‘the 
connections of one coil and repeat the 
test. This same method is used to test 
field coils in motor housings for 
polarity. 

To test a field coil the armature 
growler, remove fields that are to 
be tested from motor pole pieces and 
hold them one at a time over one 
pole of the instrument. If the coil 
under test buzzes and gets hot, it is 
shorted or burned out. To test arma- 


. 
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SECTION 


tures for shorted coils, use a piece 
very thin steel about 44” wide for the 
“feeler’’. Places armature as shown 
the drawing and, with current 9 
growler, hold the feeler on top toot} 
of armature. If feeler sticks to arma 
ture it is defective. It is important 
that feeler is placed on armature tooth 
that is in exact center of the pole 
pieces of the growler. Do not hold 
feeler over armature slot and be sure 
it is held lengthwise or parallel wit 
armature shatt. 

This growler will test armatures 
as large as 10” in diameter. 

For testing and locating broke: 
leads or open coils in small armatures 
all that is necesary is a bell transtorm. 
er and an old radio ear phone. Con 
nect as shown in the accompanying 


| 


BELL 
TRAN 


EEE 

















t 


drawing. The two leads are used as 
contacts for testing bar-to-bar on com- 
mutator. A broken lead or open coil 
will cause a louder tone in ear phone. 
A shorted bar or coil will cause little 
or no sound at all. A perfect winding 
will sound uniform all around the 
commutator. 

A ground in armature can be locat- 
ed by putting one contact on armature 
shaft and moving other contact slowly 
around commutator until least sound 
is heard. At this point you are nearest 
the ground. This tone tester and ar- 
mature growler make a perfect team. 


Refrigeration Requirements of 
Markets and Stores 


By Theodore I. Glou 

To determine the size machine and 
coils necessary to cool a commercial 
fixture, there are two ways commonly 
used. The first is to measure the 
amount of ice used and the other 's 
to calculate the heating load by the 
heating leakage factor method. 

In the first method the procedurt 
is to take the drippings at intervals 
of | hour each during different per 
ods of the day, and measure or we! 
these drippings. The inside or bor 
temperature and the room tempe!* 
ture are recorded as these tests art 
made. The test should be made ove! 
a period of several days, including 4 
busy period, such as Friday or Satur 
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Du Pont DULUX is on mo 


HAVE YOU 
HEARD 


the latest? 





y Meter ee ? 
pa 


re 


2% peo ck D 


on 2,000,000 


household refrigerators. Make profitable 


Epon latest news is getting around 
rapidly. Du Pont DULUX, the 
modern type finish for refrigerators, 
has established itself as a real selling 


force. Refrigerator manufacturers and 
dealers h ve proved its sales appeal. 


DULUX 1s another achievement by 
du Pont chemists, who have produced 
so many products to make for better 
living today. 

There are two major qualities that 
make DULUX so important as a finish 
for refrigerators: 

It is a supremely beautiful finish. DULUX is 


made to keep its color, its gloss and its pure 
whiteness. 

It is formulated and designed to offer excep- 
tional resistance to all the things that usually 
harm finishes. 


Its smooth, hard surface offers no place for 
dirt or dust to cling. It stays cleaner. 
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use of this new selling force! 


The original appearance of DULUX re- 

mains fresh and clean despite the touch of 
. household oils, greases and acids. 

DULUX has such extraordinary flexibility 

and adhesion that it does not chip or break 

or crack easily under blows. 


DULUX has an unusually dense, imper- 
meable film that protects against corrosion. 
Sell Refrigerators finished with Du 
Pont DULUX. Take advantage of the 
du Pont name—its reputation as a 
guarantee of high quality wherever it 
is attached to a product. Use DULUX 


finish as a sales-clincher to turn hard- 
to-sell prospects into customers. 


Send today for the complete story of 
DULUX for Refrigerators. Write for 
a booklet that describes in detail the 
advantages of DULUX finish. Get your 
copy and keep it handy for selling use. 
It contains powerful sales help. Ask for 
more than one copy if you can use them 
profitably. Address E. I. Du Pont de 
Nemours & Co., Inc., Finishes Division, 
Wilmington, Delaware. 





UPI DULUX 


REG. U.S. PaT.OFF 


REG. U. S. PAT. OFF. 


for refrigerators 


DU PONT ON THE AIR—Listen to ‘‘The Cavalcade of America’’ every Wednesday, § p. m., E.D.S.T., over C. B. S. 
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If you are selling refrigerators with Dry-Zero Insulation 





get this selling folder! 














Dry-Zero has prepared, for the use of dealers selling refrigera- 
tors with Dry-Zero Insulation, a colorful little eight-page 
folder which will help any salesman sell. 

It cells simply and clearly how heat gets through refrigerator 
walls, how this heat transfer can be retarded, what effect 
moisture has on insulation and how refrigerators with Dry- 
Zero Insulation will save money for users as long as the 
refrigerator is in use. 

Write for copies, giving the name of the refrigerators you 
handle, to Dry-Zero Corporation, Merchandise Mart, Chicago, 
or 687 Broadview Avenue, Toronto, Ontario. 



























































DRY:ZERO 


ENS ULATION 


The Most Efficient 
_ Insulant Known 



































A Message for Refrigerator Dealers 
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day. The reason is obvious, as results 
secured will vary with the load 
thrown on the equipment by heavy 
use. The ice used on Monday and 
Friday may vary as much as 200 to 
250 Ibs. on a medium size walk-in 
cooler. 

Presuming the ice melting to be 
averaged at 914 lbs. each hour, the 
temperature of the room 80°F. and 
the refrigeration temperature 45°F., 
the amount of ice necessary for the 
24 hour period can be computed as 
24x9Y, or 228 Ibs. This 228 lbs. was 
for a differential of 35°F. (80°-45°= 
35°). Therefore, for each degree of 
temperature difference it took a total 
of 228 * 35 or 6.51 Ibs. With a 
machine the merchant will undoubt- 
edly require the equipment to hold 
lower temperature, say he desires 36° 
F. in the box. If our room tempera- 
ture is 90°F., a moderately high sum- 
mer temperature, there is a difference 
of 54° between the inside and the 
outside temperature (90°-36° = 54°). 
To secure this 54° differential when 
the inan’s requirements are 6.51 Ibs., 
we find the result to be 351.54 
(54x6.51=351.54), needed every 24 
hours. A double check on this method 
is to check up on the merchants ice 
bills for a period comparable to that 
covered by the test. 

In the calculating method the pro- 
cedure is to obtain the number of ex- 
posed square feet and multiply by a 
factor determined by the type and 
thickness of insulation. 

Example: 8x10x10 cooler with a 4- 
inch cork insulation, having a normal 
use. The exposed surface is as fol- 
lows: 2 sides 8x10 each-160 ft., floor 
and ceiling 8x10 each-160 ft., front 
and rear 10x10-100 sq. ft. each, total 
520 ft. The factor for the following 
materials is approximately the same 
and can be used in calculating refrig- 
eration loads on fixtures made with 
any of these materials used as the 
principle insulation: cork board, celo- 
tex, rock cork and mineral wool. 

The factor for a fixture having 2 
inches insulation with a normal use 
is .026; 4 inches insulation .019; 6 
inches insulation .015. For glass the 
factor is .212 for 1 plate; .097 for 
2 plates and .069 for 3 plates. ( Fac- 
tors for other materials can be secured 
from the manufacturer of fixtures 
using the type of insulation to be 
figured on. In requesting the factor 
ask for the ice melting factor per 
square feet of exposed surface for 
the 1°F. temperature difference). In 
multiplying the 520 times .019 factor 
for 4 inch cork we get 9.88 lbs. for 
each degree of temperature difference. 
For a 90° room and a 35° box 
temperature, it will be 90-35 or 
55x9.8 Ibs. or 543.4 of ice for 24 
hours, commonly called 544. If the 
fixture is. to undergo heavy use, add 
10% to the factor and if the insula- 
tion is in bad shape it is best to insu- 
late with new materials. 

Having determined the load, it is 
necessary to pick the proper equip- 
ment to supply the refrigeration. 
Some manufacturers have their equip- 
ment rated in B.T.U. instead of 
melted ice. To determine the B.T.U. 
simply multiply the pounds by M.I.F. 
by 144 and the result will be B.T. 

U.’s necessary to be removed by the 
equipment. 

The selection of the evaporator 

















unit is based on the capacity plus 
adaptability for the space. The units 
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should fill at least 2/3 of the width 
of the normal space and should have 
capacity equal to or slightly greater 
than that of refrigeration needed. 
condenser unit or compressor should 
have ample capacity to produce the 
required amount of refrigeration, 
based on its running 14 to 16 hours 
in 24. This will give capacity for 
periods when the outside temperature 
is greater than 90°F., will prevent 
complaints on the part of the cus- 
tomer and long running time. 

The above methods are satisfactory 
for computing loads for markets and 
stores where the above products have 
been cooled in a supply house and 
then placed in the retailer’s fixture. 
In figuring equipment for warehouse 
storage in wholesale houses, there 
are more factors to consider. In addi- 
tion to the load due to the heat leak- 
ing through the insulation; the prod- 
ucts to be stored must also be calcu- 
lated for heat content and removal. 
In many wholesale houses where men 
are working in coolers cutting up meat, 
lights are used almost continually and 
fans or blowers are used to ventilate 
the air. All these factors must be 
considered in computing the total 
load. Unless one has had training 
in computing loads, it is advisable to 
get the advice of an engineer or an 
engineering firm for this type of 
work. 


Repairing Ribbon Elements 


By Roger H. Hertel 


Every so often it is necessary to re- 
pair an iron or other heating device 
that uses a ribbon element. A very 
satisfactory repair box can be made by 
using copper shim material. Cut a 


yp broke: n ribbon elernent 























small piece between Y% and % inches 
long (depending upon the element 
and nature of the break) and twice as 
wide as the ribbon material. Bend 
this copper piece to form a V. Wrap 
this V around the break and press it 
together with pliers. If a hammer is 
used tap very gently. 


Line Short Test 


By Merrill Lindley 


When you are called out on an ap- 
pliance repair job and find that the 
line fuse has blown a good way to 
tell when the short has been removed 
is to insert a light bulb in place of the 
blown fuse. 

If the light burns although every- 
thing in the house is turned off obvi- 
ously there is a short somewhere. Or, 

removing one appliance from the 
line at a time you can tell which one 
is cousing the trouble. 
brightness of the light indi- 
cates gato the short is direct or a 
high resistance variety and helps local- 
ize trouble. 
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Speedy Shop Blower 
By B. O. Bass 


Dismantled or traded-in - cleaners 
usually have an air head and can be 
quickly converted into blowers, taking 
the place of pressure tanks for clean- 
ing and drying shop output. Leaving 
intake head on, bend or fashion a 
funnel to reduce size of exhaust to 
about % inch or Y, inch. Bolt on 
firmly and caulk or pack edges tightly 
so no air escapes on sides. It is almost 
possible to sweep with the resulting 
blower. 


Replacing Starting Windings 


By Paul E. Grivet 


Motor starting windings often be- 
come burned out because worn bear- 
ings allow the rotor to drag on the 
stator in single-phase, 4% h.p. ma- 
chines. Remove one of the bearings, 
put it over the end of the shaft away 
from the slip-ring plate and clamp the 
bearing in a vise until the rotor may 
be turned by hand when some 
strength is applied. 

This will enable the placing 
of the wire in the slots for a new 
starting winding, by hand, without 
removing the rotor from the vise and 
without marring the shaft in any way. 
The tightening of the vise should be 
sufficient to prevent turning of the 
rotor while winding but loose enough 
so that the rotor may be turned by 
hand until the next set of slots is 
uppermost. 

direction of rotation of small 
motors is determined by the direction 
given them by the starting winding. 
Reversing the starting winding will 
also reverse the running of the motor 
so that if the rewound stator runs 
backward all you have to do is reverse 
the starting winding connections. 


Cleaner Polishing and Buffing 


By R. W. Secrest 
To efficiently polish and buff a 


cleaner it is necessary to have the fol- 
lowing equipment and materials, or 
their equivalents: 
A polishing wheel 
A quantity of sewed, white buf 

; Emery 

$: “White Diamand™ 

The materials listed are available 
from most cleaner factories. 

The polishing wheel is used to re- 
move deep scratches from the casting. 
Four sections of sewed buff are then 
used on the wheel to bring out the 
finish. Emery paste gives t » a polish- 
ing wheel a good cutting surface. 
Tripoli, a greasy compound, keeps the 
wheel from burning and also softens 
the cutting action so that the emery 
does not drag and leave streaks in 
the casting. It is used both on the 
polishing wheel and on the sewed buff 
wheel. White Diamond is used on 
the buffing wheel only, to bring out 
final finish. 

A new polishing wheel should be 
properly broken in before use on a 
cleaner. Place it on the spindle of the 
machine and soften its surface by ham- 
mering. Start up the wheel and apply 
emery paste while it is in motion. 
Then wear the emery down somewhat 











by holding a piece of steel to the 
w This will eliminate the pos- 
sibility of the wheel leaving sharp 
emery marks in castings. 

It is necessary, when using the pol- 
ishing wheel on a casting, to keep it 
well lubricated with emery paste and 
a little cutting oil. Most any kind of 
cutting oil will do. Also use Tripoli. 
Poor lubrication of the wheel will 
result in deep emery scratches in the 
casting. These will be difficult to re- 
move and should be avoided. Be sure 
to finish each stroke up from the 
wheel, that is, pull the casting up as 
it comes off the wheel. 

While deep scratches and cuts are 
heing polished out of castings small 
emery scratches are unavoidably made. 
These can be easily buffed out. You 
will not find it necessary to use the 
polishing wheel very often. The ma- 
jority of castings need only buffin 

If the buffing wheel is not in bal. 
ance the buffing lathe will vibrate vio- 
lently. To overcome this loosen up 
the nut on the end of the spindle. 
Hold two of the buffs (four should 
be used at once as this gives ample 
surface) and give the remaining ones 
a half turn. Tighten the nut and try. 
If vibration persists loosen the nut 
again, hold two buffs and give the 
remainder a quarter turn. Repeat this 
process until the entire buff unit is in 
balance. 

The final operation, after thorough 
buffing, is the coloring operation. Use 
White Diamond and make sure the 
stroke is downward. Be sure the buff- 
ing wheel is free from Tripoli. We 
suggest that two wheels be used, one 
for Tripoli and the other for White 


Diamond. 

Castings must be cleaned thor- 
oughly after coloring. Take a little 
gasoline on a rag and remove the 
grease from the casting. Then dip a 
clean, dry rag in powdered Whiting, 
which may usually be purchased lo- 
cally, and rub it over the casting. 


s 
Intermittent Clocks 


By Paul E. Grivet 

Some electric clocks run for several 
hours, then stop for no apparent 
reason. Cleaning with benzine helps 
but is not permanent. 

When this condition exists suspect 
the magnetic circuit. Tighten all 
sheet metal screws and bolts holding 
the parts together in the magnetic 
circuit. When this is done the in- 
creased magnetic flux will make the 
operation so stable that no amount 
of shaking will stop the clock. 


Stuck Agitators 
By C. E. Weigel 

When the agitator of any washer 
using a type which fits over a drive 
head or lug on a center post drive 
sticks and cannot be removed from 
the tube to permit cleaning make 
some small, wooden wedges to fit be- 
tween the tub and the bottom edge, 
or rim, of the agitator. 

Gradually force three or four of 
these wedges under the rim of the 
agitator. Tap the top of the agitator 
lightly with a hammer where the 
drive head is located. 





Temperatures and corresponding pressures of refrigerants in popular use, with 
their boiling points at atmospheric pressure and approximate head and suction 


pressures. By Anthony Quinn. 





Iso Methyl Ethyl 

App. F-12 SO2 NH3 Bu- Bu- CO2 Chloride Chloride F-114 

tane tane 

Boil- 
ing 21.7 14.0 -28 133.0 [13.6 110 10.6 153.9 138.4 

Point 

Head 

Press. 93.2* 56.6* 165.9* 29.8* 48.6* 1012.3*  87.3* 14.5* 24.0* 

Suct. 

Press. 1.37 6.8" 18.6° 13.3” 3.3” 310.7° 6.19* 20.5* 16.0” 

Temp. 

-40 nw’ tf ~§6 6.7" 15.8” 26.1” 
35 8.4” 22.4” 5.4” Ey 25.4” 
30 6.8" 21.9" 3 y 11.4” 2.7" 
25 2.3” 19.6” 1.3° 9.1” 25.9” -.e 
20 0.5° 17.9” 3.6° 14.6" 205.9* e.3" 25.2” 22.9” 
15 2.7 BB." 662? 13.0" 225.8* 3.0” 24.5” n.7° 
10 4.5° 13.9” 9.0° 11.0” 247.0* 0.2* 2.T° 20.6” 
5 6.8” 11.5” 12.2° 8.8" 269.7* o* 2.7" 19.2” 
0 9.2° 8.9” 15.7* 140” 6.3” 293.9° 4.1° 2.6" 7: 
t5 1.6 69° wee 162" 3.5° BT" 6.2° 20.5” 16.0” 
10 uM. 8." BRM.’ 8.3" 3a.2° 8.7° 19.2” 14.3” 
15 i7.7° 6.6 B.C 6.8" 1:6* -376.3° 11.2° er i 2s 
20 Zi.1° 2.6° 38.8° 6.3" 3.5° 7.3° 14.1° 16.1” 10.1” 
25 24.6* 4.6% 39.0% 3.6” 5.5* 440.1* 17.2* 14.3” a 
30 38.5° 7.0° 46.07 0.6" 7.6° 474.9° 20.6* 12.4” 5.0” 
35 32.6° 9.6° 51.6* 1.3% 9.9° 5611.7° pa. 3° 10.3” 2.0” 
40 37.0° 12.4° 58.6% 3.0* 12.2° 550.7* 1° 8.0” 0.5* 
45 41.7* 15.5° 66.3% 4.9* 14.8*° 591.8* 32.5° 5.5” 3.3° 
50 46.7° 18.8° 74.5° 6.9° 17.8° 638.3° 46.9* Tb ig 3.9° 
55 52.0* 22.4* 83.4% 9.1* 20.8° 681.2* 41.8* 0.2” 6.0* 
60 S7.7° 26.3° @8:9° 11.6° 24.0° 7390.6° 46.9* 1.3 8.0* 
65 63.7° 30.4* 103.1° 14.2° 27.5° 780.4°  52.8* 3.5° 10.3* 
70 70.1* 34.9% 114.1* 16.9* 31.1* 834.0* 58. 8* 5.4° 12.6* 
75 76.9* 38.8* 125.8* 19.8* 35.0* 890.4* 65.2* 7.4 15. 2* 
80 84.1* 45.0* 138.3* 22.9* 39.2% 949.6* a Mig 9.6* 17.9* 
85 91.7* 50.6* 151.7* 26.2* 43.9* 1012.3*  79.4* 11.9* 21.0* 
90 99.6* 56.6* 165.9* 29.8* 48.6* 87.3* 14.5° 24.0* 
95 108.1* 62.9* 181.1* 33.5° 53.7* 95.4* 17.1° 27.5°* 
100 116.9* 69.8* 197.2* 37.5* 59.0* 104.4* 20.1* 31.0* 


indicates below zero F.; findicates above zero F. 
*indicates pounds pressure. 


"indicates inches vacuum; 
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For The FIRST TIME... 


--. an 18” modern styled, nationally known Air Circu- 
lator of the highest quality can be purchased in the 
same price range as an ordinary 16” oscillator. 

The 18” SUPER AIR SCREW now sells for only 


$38.50 


low. 


list! Larger sizes are priced proportionately 


In other words, SUPER AIR SCREWS now give 


you a price advantage . 
quality advantage . 


~ beauty advantage ... a 
. a performance advantage . 


and, with our longer discount arrangement . . . a profit 
advantage. 


Surely you can’t ask for a more perfect set-up. 


Surely you are interested in getting our complete 
proposition. Write or wire. 


SIZES: 


MARATHON ELECTRIC MFG. CORP., Wausau, Wisconsin 
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18” 


TO 30” BLADES — ALL CURRENTS — ALL SPEEDS 


—— 


REWS 


oC 


Super Air Screws Division 


bal 
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Miss Lillian Eddy home lighting specialist of the General Electric Company. 





addressing the Electrical Association of New York on modern trends in fixtures. 


LIGHTING FIXTURE DESIGN AND 
FABRICATING TRENDS OUTLINED 


Illumination Becoming More important, 
Says Lillian Eddy in Talk to N.Y.E.A. 


NEW YORK, N. Y.—Miss Lillian Eddy, 
home lighting specialist of the General Elec- 
tric Company, addressed the Electrical Asso- 
ciation of New York early in April on “New 
Developments in Residence Lighting Equip- 
ment” 

In order to assemble material for the talk, 
Miss Eddy said, visits were made to the show 
rooms of a majority of the fixture manufac- 
turers in New York City. The new equip- 
ment was characterized by three trends, she 
said 

“First, there is a tendency to design fix- 
tures from an illuminating standpoint rather 
than fixtures which are merely adaptations of 
electricity to candle and oil lighting units. 
For years there have been on the market fix- 
tures of this character for residences, yet the 
choice has been limited and the styling in 
many cases inappropriate for the trends in 
home decoration. There is no doubt but what 
good lighting has been available for the 
American home, yet much of the equipment 
has not been acceptable to the public nor has 
it been pushed extensively by the retailer. 

“There is little doubt but what the average 
home owner today, even in remote locations, 
is more style-conscious than he was a decade 
ago. Everything from the kitchen pots and 
pans to the house architecture itself is con- 
sciously styled. Vast advertising campaigns 
through the media of magazines, model rooms 
and retail outlets have achieved this. The 
most highly styled lighting fixtures have been 
those in the form of traditional fixtures with 
little or no regard for modern lighting de- 
velopments. It is a decided step forward 
when a large number of good lighting fixtures 
are available in styles appealing to the home 
owners 

“From all of the show rooms visited some 
examples of this combination of well applied 
lighting principles and well applied design 
might have been selected. However, to il- 
lustrate the point we will take this group of 
units selected from the Lightolier Company. 
We see nothing revolutionary in lighting 
principles. There are our usual forms of 
lighting—direct and semi-indirect designed 
with simplicity and taste. The glassware has 
a good diffusing quality, reducing brightness 
and has been slightly tinted to give the im- 
pression of softness so much demanded for 
home use. The modern decoration trends 
employing the use of crystal and mirrors have 
also been incorporated in several of these 
units. All lamp bulbs are concealed. No one 
fixture represents any historical decorative 





period yet, most of them would blend har- 
moniously with numerous periods. 

“The second trend in new home lighting 
equipment is the use of new materials and 
the use of new light sources. Plastic materials 
are appropriate for fixtures for many reasons. 
It lends itself to numerous designs and forms 
The surface brightness is low and the re 
flection factor is high, making for a minimum 
of glare and an efficient unit. From a prac- 
tical standpoint, the breakage is almost neg- 
ligible, and the cost is low, making good 
lighting fixtures available to the most modest 
home. The samples of fixtures designed by 
George Ainsworth and being made by the 
Chase Brass and Copper Co. well illustrate 
this trend. This is a complete line for the 
home, there being ceiling units and wall 
brackets in many designs for all rooms in the 
house. All are semi-indirect fixtures. 

“The new lumiline lamps are coming ver) 
much to the foreground in special applications 
in the home. In addition to being used for 
custom-built jobs, such as in-built lighting 
and cove lighting, they are being used in 
standard fixtures. A group of units selected 
from Gruber Bros. illustrates this trend 
Chromium wall brackets with exposed lamps 
find excellent application in bath rooms, at 
dressing table mirrors and in many types of 
rooms decorated in the modern mode. One 
with an adjustable reflector will find many 
applications for work shelf lighting, mirror 
lighting and even decorative wall effects. ‘The 
ceiling fixture using four white 40W lumiline 
lamps in combination with a honey colored 
diffusing glass shows the possibilities of this 
lamp for extended use in the home. 

“The third trend is the development of 
adapter units for the renovation of old equip- 
ment and for temporary installations in the 
rented home where the landlord has not been 
persuaded to install new lighting fixtures 
This equipment is constantly grow'ng in 
variety and it is difficult to make a small 
selection and yet cover the trend of the 
market. 

“The “More-Lite” unit of plastic material 
in either ivory or white made by the Artisti 
Lamp Manufacturing Company illustrates 
the screw-in type of unit which will convert a 
single socket ceiling fixture or a drop cord into 
a semi-indirect fixture. The very inexpensive 
parchment shade made by the Railley Corp 
and called an “MB Adapter” will accomplish 
a similar result by screwing the threaded ring 
fitter onto the single socket. : 

“A more elaborate type of screw-in fixture 
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which will convert a drop cord or single 
socket rosette fixture into a lantern unit with 
a diffusing glass reflector, is also made by the 
Railley Corporation. 

“Time does not permit a discussion of 
developments in portable lamp equipment. 
Most people interested in this saw the new 
developments shown at the January lamp 
markets. Two developments are briefly 
mentioned here. One is a plastic diffusing 
bowl for the I. E. S. type of lamp in place of 
the opal glass reflector. Another is the 
“Shader” for bridge lamps made by the 
Railley Corp. The inner metal reflector and 
the white lined shade, together with a 100 
watt Mazda lamp, produces glareless indirect 
lighting for reading beside the standard type 
of bridge lamp. The complete unit may be 
screwed into the socket of any bridge lamp 
replacing the present shade.” 


ELECTROMASTER UP 100% 
FOR FIRST QUARTER 


DETROIT, MICH.—The first quarter of 
1936 resulted in an increase in sales of 
approximately 100 per cent over the same 
period a year ago for Electromaster Inc., 
according to a-statement by Gerald Hulett, 
vice-president. 





! 
March was a record month in sales since | 


the company was organized in 1929. 

\t Electromaster’s annual meeting, officers 
for 1936 were elected as follows: R. B. Mar- 
shall, president; Gerald Hulett, vice-president 
in charge of sales; Henry H. Hubbard, vice- 
president in charge of manufacturing; Earl 
R. Genthe, secretary-treasurer. 


FRIGIDAIRE AIR CONDITIONING 
FOR ANOTHER HOTEL 


DAYTON, O.—Roy L. Heidelberg, president 
of the Heidelberg chain of hotels, has placed 
with Delco-F rigidaire Conditioning Corpora- 
tion, an order for installation of a ninety-ton 
capacity air conditioning system in his hotel, 
the Heidelberg, at Baton Rouge, La., it was 
announced by James J. Nance, vice president 
and general sales manager of Delco-F rigidaire, 
General Motors’ newly formed organization 
for the marketing of year-round air con- 
ditioning and automatic heating equipment. 

The system laid out for the Heidelberg by 
Delco-Frigidaire engineers provides for com- 
plete conditioning of the main lobby, the 
mezzanine floor, sample rooms, bar, lounge, 
coffee shop, hotel offices, four complete floors 
of guest rooms and a new night club on the 
roof. Last summer, the dining room and one 
of the hotel’s bars were equipped by Frigid- 
aire. 











A bear for training, D. C. Wester, 
merchandising manager, Kentucky Utili- 
ties Co., Lexington, this spring backed 
a ten-week correspondence course on 
the electric range. This was a fine 
background for the 32 retail salesmen 
who expect to crack the range market 
wide open during the summer and fall. 
Part of their attack will include a visit 
to every ronge user. 





FREE | 


MANUFACTURERS’ SALES HELPS 





To get this valuable material, circle the key number on the 


coupon and we'll pass on your request to the manufacturer 
at NO COST TO YOU. 


The American Rolling Mill 
Co. issues the story of Armco ad- 
vertising “People Are Interested”. 
No. 1. 

Apex Rotarex Corp. have pre- 
pared a comprehensive catalog on 
cleaners, washers, ironers, and other 
electrical appliances, in addition to 
a series of smart convincing sell- 
ing folders to be used as dealer 
give-aways. No. 2. 

Barlow & Seelig Manufactur- 
ing Co. have available for distrib- 
ution their 1936 Speed Queen and 
Simplex Ironer Sales Manual. A 
special spiral binding is used to 
make this manual more convenient. 
No. 3. 

H. A. Brush & Co. are offering 
a new supplementary section to 
their Brush Sales and Engineering 
Manual. This bulletin form No. 
C-405 includes Thrust-Tank-in- 
Basement equipment, Pressure Sys- 
tems, and special information. No. 
4. 

Buffalo Forge Co. are announc- 
ing a new bulletin No. 501 which is 
a complete treatise on air condition- 
ing and summer cooling. Valuable 
engineering data is included. No. 5. 
Chase Brass and Copper Co. 
are promoting better home lighting 
through the new booklet “Saving 
Your Eyes With Correct Lighting” 
which is now ready for distribu- 
tion. No. 6. 

Edison General Electric Ap- 
pliance Co., Inc. will present 
through sales representatives a new 
hard hitting sales idea known as 
the “BORSODI PLAN” to build 
quick, profitable electric range sales. 
No. 7 

Edison General Electric Ap- 
pliance Co., Inc. include in their 
1936 Hotpoint Range catalog, three 
new additions, which promise to 
boost sales sky high. Copies may be 
had by writing their nearest dis- 
trict sales office. No. 8. 

Emerson Radio & Phonograph 
Corp. are distributing dealer lit- 
erature illustrating and describing 
Emerson harmonized unit radios. 


No. 9. 


Frigidaire Corp. are offering 
dealers “Spring Activity Plans for 
1936,” in a most comprehensive 
portfolio. It outlines in full detail 
all sales promotional activities and 
dealer helps. No. 10. 

Frigidaire Corp. are distributing 
a special pamphlet on “Commercial 
Refrigeration” which was compiled 
from field studies and laboratory 
research. No. LI. 

General Cable Corp. have for 
distribution bulletin CRE-1 entitl- 
ed “Copper Conductors for Rural 
Lines.” This booklet includes 93 
pages of facts, figures and charts. 
No. 12. 

General Electric Co. A new 
booklet entitled “Automatic Heat- 
ing With Oil’ is being distributed 
by G. E. It deals with the pur- 
chasing of heating equipment. No. 
13. 

Globe-Wernicke have recently 
issued treatise entitled ‘Business 
Facts at Your Finger Tips.” It is 
of extreme interest to dealers as 
it deals with visible record systems. 
No. 14. 

~Gulf Refining Co. are distribut- 
ing a special broadside outlining 
sales promotional helps to dealers 
on Gulf household lubricating oils. 
Of particular interest is the new 
attractive quick assembly counter 
display. No. 15. 

Hamilton Beach Co. are furnish- 
ing new sales promotion literature 
(imprinted without charge) along 
with special window display, fea- 
turing food mixers. No. 16. 
Herman Nelson Corp. are dis- 
tributing a 6-page illustrated folder 
announcing automatic heating and 
air conditioning equipment. No. 17. 
Hoskins Manufacturing Co. of- 
fer service department catalog “K” 
devoted to Chromel resistance and 
thermo-couple alloys as applied to 
heating units. No. 18. 

Landers, Frary & Clark have 
just released special broadside an- 
nouncing two combination vacuum 
cleaner deals which promise to 
smash all previous sales records. 


Deals include free advertising help. 
No. 19. 


Lovell Manufacturing Co. A 
new booklet “The Way To Clean- 
er Whiter Clothes” is available for 
distribution. It covers the correct 
methods: of washing clothes with 
the aid of an electric washer. No. 


Made-rite Electrical Appli- 
ances have just introduced a new 
catalog illustrating their complete 
line of fans, mixers and electrical 
appliances. No. 21. 


The Malleable Iron Range 
Company has just issued a vol- 
ume of Home Service Notes, 
recipes and cooking test notes for 
the use of Home Service Women. 


No. 22. 


Naxon Utilities Corp. have 
ready for dealer use, descriptive 
literature and display material an- 
nouncing their new 1936 stream- 
lined models of the Naxon por- 
table electric washers. No. 23. 


Mercoid Corp. Dealers interest- 
ed in data pertaining to automatic 
controls for heating, air condition- 
ing, and refrigeration will find 
the new Mercoid catalog No. 100 
most helpful. No. 24. 


Mill Shaw Co. are offering a 
most attractive series of sales pro- 
motional pieces, also display cards 
featuring Vaculator glass coffee 
brewers. No. 25. 


Mutual Sunset Lamp Manu- 
facturing Co. are offering two 
new catalogs which illustrate their 
new line of lamps. The catalogs 
are bound in regulation file folder 
covers for easy filing. No. 26. 


National Enameling & Stamp- 
ing Co. We have just reviewed 
a current copy of the new Nesco 
Diamond tabloid newspaper. Cur- 
rent news, profitable merchandising 
ideas, pictures and editorials of gen- 
eral interest are included. No. 27. 
National Enameling & Stamp- 
ing Co. One of the most unusual 
and interesting dealer sales build- 
ing campaigns we have reviewed 
is outlined in the new “NESCO 
ELECTRIC COOKING” pros- 
pectus. No. 28. 
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Tuis IS THE 
kind of promotion 
that will help you 
most.. 





Encourage manufacturers to promote 
the sales of their products which you 
handle in Household, the magazine 
which your customers read. More 
than 1,850,000 small town women are 
influenced in their purchases by the 
advertising in Household. Arthur 
Capper, Publisher, Topeka, Kansas. 




















FAN YOUR CUSTOMERS WANT 


For an exceptional value in a 12-inch A. C. 
Oscillator this COOL SPOT fan at $14.75 
list cannot be equaled. There's real Signal 
quality in its construction. It delivers 840 
cubic feet of air per minute. Other COOL 
SPOT models as low as $3.00 list. 


SIGNAL ELECTRIC MFG. CO. 
Menominee, Michigan 


W rite for our 
complete catalog 
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New Dry-Zero Folder 
To Help Dealers Sell 


Booklet to Help Dealers Use 
insulation as Sales Argument 


CHICAGO—To help electric refrigerator 
dealers capitalize on Dry-Zero Insulation as a 
sales argument, Dry-Zero Corporation has 
prepared a new folder in colors explaining the 
part insulation plays in refrigerator economy 
and durability. 

The folder is available to all dealers and 
distributors handling Dry-Zero insulated re- 
frigerators. The purpose of the folder, ac- 
cording to Harvey Lindsay, president of 
Dry-Zero, is to assist dealers in selling the 
quality and performance of their refrigerators 
by making clear the vital part that insulation 
plays in electric refrigerator efficiency. 

“During the summer of 1935 we noted that 
performance was receiving increased emphasis 
in refrigerator selling,” said Mr. Lindsay. 
“Articles in Electrical Merchandising sub- 
stantiated this. Beauty of cabinet design and 
finish, convenience of arrangement and simi- 
lar items, we felt, had been overemphasized 
at the expense of performance. We believed 
the public was going to demand permanent, 
low cost operation. Of course, neither of 
these things can be achieved without good 
insulation, for without it the finest refrigera- 
ting unit in the world cannot cool a cabinet 
effectively, economically and permanently. 

“Knowing this, we felt that too little 
attention was being paid to good insulation 
as a sales argument. Reports that reached us 
indicated that those dealers that did stress its 
importance in their selling were finding it an 
effective weapon. The folder is our contribu- 
tion toward placing this weapon in the hands 
of dealers having this high-performance to 
sell. 


Orders 35 Carloads 
Of Refrigerators 


SEATTLE,- WASH.—The F. B. Connelly 
Company of Seattle, Portland and Spokane 
have just completed introducing the Grunow 
1936 model refrigerators to more than 400 
dealers in the states of Washington and Ore- 
gon through sectional sales meetings of which 
twelve in all were held. The sectional sales 
meetings have proved of greater value to the 
dealers than large group meetings. 

Dealers everywhere in the territory served 
by Connelly are enthusiastic on refrigeration 
and the outlook this year is greater than any 
past season, and this enthusiasm is exem- 
plified by the fact that their purchases have 
averaged better than a cara day. In order to 
meet the demand the F. B. Connelly Com- 
pany placed orders with the General House- 
hold Utilities Company for refrigerators of 
better than thirty-five carloads, which is the 
largest initial order ever placed by this 
company. 


977 Ranges Sold 
in Georgia Power's 
Spring Campaign 


ATLANTA, GA.—Georgia Power Company’s 
sales crew waded into their first major appli- 
ance campaign of the 1936 season and ended 
up with 977 electric ranges sold against a 
quota of 750 units. The drive ran from Feb- 
ruary 17 to March 25. 

The I. E. S. lamp campaign, with a quota 
of 3,500 units, showed 2,318 sold at the time 
of this writing. 


Brown-Johnson Wholesale Formed 


SPOKANE, WASH.—The Brown-Johnston 
Company, veteran retail electrical dealers of 
this city, have announced the formation of 
the Brown-Johnston Wholesale Company, 
South 117 Wall St., Spokane, as an indepen- 
dant electrical supply firm. 








CARBON BRUSH ES 


SPRING 
HOUSE CLEANING 


Like anything else, electric fans 
will gather plenty of dust and lint 
during winter storage. When taken 
out, the winter's accumulation is 
carefully wiped from the blade, 
base and motor housing but as a 
rule the commutator goes un- 
touched ... perhaps because many 
fan owners don't even know what 
the word means. 


h therefore becomes the duty of 
the carbon brushes to clean up 
the commutator without wearing it 
and to achieve this characteristic 


in brush material requires consid- 
erable engineering background. 


So Here's a Tip 


When you sell brushes for “fan 
time” which will soon be here... 
Be sure they're built for “Spring 
Commutator Cleaning”. 


USE OHIO PRE-TESTED MOTOR 
BRUSHES EXCLUSIVELY 


Tue Ouro Carson Co. 


12508 Berea Ro- CLevecann 0. 
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BOND FLASHLIGHT BUSINESS 
BOUGHT BY WINCHESTER 


W. T. Birney Appointed Sales Manager 


NEW HAVEN, CONN.—The flashlight and 
vattery business of the Bond Electric Corp- 
ration of Jersey City, New Jersey, has been 
purchased by Winchester Repeating Arms 
Company of New Haven which is taking 
ver, in its entirety the good-will, patents, 
trade marks, mérchandise and machinery of 
this business. It is announced by Winchester 
that it plans to continue the Bond business in 
these lines without interruption as a separate 
business unit under the name of Bond Electric 
Corporation, a Maryland corporation. 

The manufacturing plant of the former 
Bond Electric Corporation in Jersey City is 
being continued in operation temporarily 
while arrangements are being made for the 
transfer of the manufacturing, clerical and sales 
organizations to New Haven where accomoda- 
tions are being provided for them in the 
spacious plant owned by Winchester Re- 
peating Arms Company. Here manufactur- 
ing will be continued with adequate space 
and facilities available for the efficient hand- 
ling and development of the Bond business. 
It is the intention to continue the complete 
line of flashlights and batteries, radio A, B, 
and C batteries, dry cells and Hot Sparks, 
made by the Bond Corporation, under that 
widely and favorably known trade mark and 
also to carry on the manufacture and sale 
of the various other lines of the Bond Corpora- 
tion under the trade names owned. 

The new sales offices of the Bond Electric 
Corporation, after removal of the plant to 
New Haven, will be located at 146 Munson 
Street in that city. Mr. William T. Birney 
has been appointed sales manager. 


LEONARD SHIPMENTS 
FOR MARCH UP 153% 


Leonard electric refrigerator shipments for 
March 1936 rose 153 percent over shipments 
during March of the previous year, it was 
announced today by R. I. Petrie, sales man- 
ager of the Leonard Refrigerator Company. 
\ total of 18,113 units was shipped in March 
1936 as compared with 7,166 units shipped 
during March 1935. 

For the six months period ending March 
31, 1936, shipments of: Leonard refrigerators 
totalled 33,952, an increase of 69 percént over 
the 20,149 shipped in the six months ending 
March 31, 1935, Mr. Petrie said. 


CROSLEY FACTORY UNIT 
SOLD TO GENERAL MOTORS 


CINCINNATI, O.—Sale of the Kokom- 
radio. factory of The Crosley Radio Corpora- 
tion to General Motors, effective May first, 
was announced today by Powel Crosley, Jr. 
President of The Crosley Radio Corporation. 

“This factory has been in operation for 
about seven months, during which time a 
large number of auto radio sets have been 
produced by Crosley for General Motors and 
othe car manufacturers,” said Mr. Crosley. 


Artistic Receives 1.E.S. 
Approval on Bridge Lamp 


Artistic Lamp Mfg. Co., Inc. of 395 Fourth 
Ave., New York, have received the first cer- 
tificate of approval from the Illuminating 
Engineering Society for an upright bridge 
lamp designed for use with the 50-100-150 
watt Mazda bulb. The first I. FE. S. tagged 
upright bridge lamps are now on display at 
the Artistic showrooms. 

Originators of three-stage lighting, Artistic 
are again first in the field with this new de- 
velopment which will further the cause 
of Better Light for Better Sight in the home. 
There has been a long need for an I. E. S. 
approved bridge lamp embodying the three- 
stage lighting features. 


KELVINATOR TEMPERATURE 
RESEARCH FOUNDATION 


Clearing House for Information on 
Air Conditioning, Heating Problems 


DETROIT.—To place before the public the 
latest findings of modern temperature en- 
gineering, The Temperature Research Found- 
ation has been established at 80 Broadway, 
New York, N. Y., by Kelvinator Corpora- 
tion, it was announced recently by George 
W. Mason, president. 

The Foundation will act as a clearing house 
for authoritative facts and figures on heating, 
food preparation and preservation, air con- 
ditioning in home, office and factory, hu- 
midity control and the scientific filtration 
and circulation of air. In accordance with 
Lord Kelvin’s dictum that “the life and soul 
of science is its practical application,’ the 
Foundation will seek to advance health, 
comfort, convenience and leisure standards 
among the American consumer public. 

Edward Heitman, chief engineer of Kel- 
vinator Corporation, is director of the 
Foundation. The Advisory Committee, which 
will closely cooperate with the-Foundation in 
all its activities, includes Shirley W. Wynne, 
M.D., Dr. P. H., former Health Commissioner 
of New York City; Dr. Warren M. Persons, 


consulting economist and former professor of 


economics at Harvard University; Francis 
Keally, architect; Count Alexis de Sakhnoff- 
sky, consultant designer; Lulu G. Graves, 
consultant in nutrition and organization of 
dietary departments; and Anne Pierce, con- 
sultant in home economics. 


GE Enlists Department 
Store Employees 
Cash Bonus for New Prospects 


CLEVELAND, O.—A new employee sales 
campaign has been made available to de- 
partment stores by the appliance and mer- 
chandise department of General Electric 
Company. 

Known as the “Prospect Finding’ cam- 
paign, the plan proposes that all employees 
of department stores participate in a drive 
for electric refrigerator sales. Employees, 
including clerks, deliverymen, warehouse 
people and others, would turn in leads for 
refrigerator sales. These leads would be 
turned over to the electric appliance depart- 
ment for follow up. As sales are consummat- 
ed, the employees turning in the leads would 
be awarded cash bonuses. A plan for com- 
petition between various departments, with 
other prizes, also has been worked out. 

The plan also includes suggestions for 
window displays and special promotion, 
according to R. C. Cameron, in charge of 
department store activities {>r the specialty 
appliance division. It is recommended that 
the employee activity be of at least 30 days 
duration, running anytime during the next 
couple of months. 


Superfex Refrigerator 
Sales Increase 85.6% 


CLEVELAND, O.—Sales of the Superfex oil 
burning refrigerator, manufactured by the 
Perfection Stove Company, Cleveland, Ohio, 
so far this year are greatly in excess of those 
of any year since that company pioneered the 
extension «f modern refrigeration beyond 
electric power lines in 1928, according to 
W. M. Barber, Sales Manager. 

“Our sales in the refrigeration division in 
1935 were the largest ever recorded since we 
added the oil burning refrigerator to our line 
of oil burning cooking and heating stoves, 
eight years ago, and so far this year refrigera- 
tor sales have been 85.6 per cént in excess of 
those for the corresponding period last year,” 
said Mr. Barber. 
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ll The whole nation és talking 
Nesco Roastmaster with 


= | iN the New One- Lift Pan 
ss | Set and Insulated Cover 


e A Tried and Proven Product .. . 
e No Experiments in Construction 
e Used Daily in Thousands of Homes 
e Every Roastmaster User a Booster 


Leading utilities haye all selected 
Nesco Roastmasters for their 1936 
campaigns. Many carloads have been 
shipped as initial requirements. You 
can count on Nesco Roastmaster to 
stay sold and continue in use for 
years to come. For profitable selling 
select Nesco Roastmaster — a tried 
and proven product. » » » » 


Distributed by leading jobbers. 


NATIONAL ENAMELING 
AND STAMPING COMPANY 


Executive Offices: 270E N. TWELFTH STREET. MILWAUKEE. WISCONSIN 
Factories and Branches: MILWAUKEE — CHICAGO — NEW YORK — BALTIMORE — 
PHILADELPHIA — GRANITE CITY. ILL. 
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Beauty must be more 
than skin deep. 

Appliances are bought 
for the service they give 
and that brings the problem 
straight to the life of the 


DRIVER-HA 


material from which the 
heating element is made. 
“Nichrome” V brings 
handsome service to a 


beautiful appliance. 


RRIS COMPANY 





~ 


‘TITTY ) 
Sales Served 
With Service 


Turn to page 68 in this issue of Electrical Merchandis- 





ing — and you will find answers to the more important 
dealer service selling problems. 

Service editors have developed Electrical Merchan- 
dising SERVICE SECTION to best answer the require- 
ments of the average dealer service department. 

Your advertising in the Service Section of the 
JUNE issue will draw attention — build sales and 
profits. Here’s a real chance to make your advertising 
pay big returns. 

Forms for JUNE Electrical Merchandising CLOSE 
MAY 25TH, send your advertising copy today. 


ELECTRICAL MERCHANDISING 
330 West 42nd Street, New York 
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The trend in mechanically cooled 
refrigerators. Right, earliest model 
made by Guardian (predecessor of 
Frigidaire) ; center, Frigidaire mod- 
el produced in 1922 by Delco-Light 
Co. Left, modern all-porcelain on 
steel exterior finish Frigidaire. 


OWN at Dayton Frigidaire's 

publicity man, Jim Irwin, is 
scratching his head as he wonders 
where would be a good museum to 
house what may be one of the world’s 
first compression type domestic electric 
refrigerators. 

One of the first models of the Dom- 
elre electric refrigerators built in 1914 
came to light recently when the wid- 
ow of architect John Friedl, who 
died at 1819 Patterson St., Chicago, 
decided to go to California. For $300 
the widow parted with a museum 
specimen still in working order. 

Clarence E. Mehlope, patent at- 
torney, Chicago, tells the following 


A note on 
FRED WOLF 
inventor of the first 
electric refrigerator 
— now a museum 


specimen. 


RANDDADDY 


of Em All 


story of the invention of the electric 
refrigerator by Fred W. Wolf, today 
still living in Florida. 

“You understand of course that 
Wolf's idea was original only-in con- 
ceving a small mechanical refrigerator 
for domestic use. The history of re- 
frigeration is much older, of course. 
Fred Wolf's father was one of the 
men who held rights to the early 
Linde patent and was in the refrigera- 
tion business. Fred W., his son, ob- 
served that several brewers near by 
Chicago built minature commerical 
machines for their country homes. The 
thought struck him that mechanical 
refrigeration could be reduced to a 
size which would be suitable for dom- 
estic use.” 

Harrison H. Southworth of 
Sweet’s Catalog, now dead, was as- 
sociated with Wolf in putting his first 
refrigerator on the market. It worked 
on the absorption principle and not 
only required burning gas but called 
for a constant stream of water to oper- 
ate. A number of machines were put 
out in Cleveland on a trail basis but 
proved a flop. Wolf sold out all his 
rights with the exception of those to 
the compression type machine. 

In his home in Rogers Park he 
constructed a cork-lined laboratory in 
the basement. He discovered that all 
the domestic boxes on the market 
were improperly insulated and had to 
make his own by hand with four in- 
ches of insulation inside sheet metal, 
with a double glass front. On top was 
the motor and compressor in plain 
sight. The first expansion coil was like 
a fin inside. There were even trays 
for freezing ice cubes on this early 
machine. It was patented in Decem- 
ber, 1913. 

Down at Dayton Jim Irwin re- 
members how the British Museum 
fought the Smithsonian Institute for 
the privilege of showing the first aero- 
plane and wonders if he is going to 
have a battle over the reward of the 
final resting place of the first domestic 
electric refrigerator. 
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Reprinted from 
New York Her- 
iid Tribune, 
Tuesday, April 
ach issue 


Back up statements with action — 
support electrical dealers with plenty 
of sales helps and ideas — drive sum- 
mer consumer sales to the peak — is 
the theme of the electrical manufac- 
turers’ promotion activities at this 
season. 


The Big Drive has started — retailers 
throughout the country have already 
started to feel the pulse beat of a 
rapidly rising tide in general busi- 


ness. 


TIME FOR ACTION IS HERE — 
TODAY — ADVERTISE IN ELEC- 
TRICAL MERCHANDISING and 
show dealers how to build their sum- 
mer business and greater sales. 


Share in this great harvest of summer 
sales — be in the big JUNE issue of 
ELECTRICAL MERCHANDISING 
— forms close May 25th —send your 
advertising copy today. 


Electrical 
Merchandising 


330 West 42nd Street, New York City 
SE 


9s| Worth by that plan. Fine! I'll make 


AAD! 
offset tric PO" | way, where and when do we get that 
nt. * drink ?” 


@itn_ | Doherty properties sold the thirty 





This Romantic 
Business 


CONTINUED FROM PAGE 3 








Schenectady where what then passed 
for a taxicab whisked them to the 
G.E. warehouse. 

“Lookit, George,” said the Big 
Feller, “Lookit those tiers of electri- 
fied junk. It’s good stuff because G.E. 
made it but how the hell are we goin’ 
to sell it?” 

“Simple 


enough,” said George. 


“All you gotta do is ——” and he out- 
lined a sales plan. 
“Sounds reasonable,” agreed the 


Big Boy, “and I suppose Henry L. 
Doherty and Company can get rid 
of about thirty thousand dollars’ 


“Yes, ’ said George, “Yes, of 
course. Guite so. Yes. And, by the 


The sequel to this story is that the 


thousand dollars’ worth of G.E. table 
appliances and quite a bit more — be- 
cause George Williams was George 
Williams — a sales genius if ever one 
lived. 

+. * 7 

Also the most amazing manipulator 
of expense accounts who ever kept 
out of jail. 

It happened one day that Frank 
Freuoff, who was Mr. Doherty's 
partner and financial watchdog, got 
a mild attack of heart failure over 
one of George’s expense accounts. He. 
went to the Old Man and declared 
that the spendthrift should be called 
onto the carpet and given the works. 
So a page was sent downstairs, and 
pretty soon George appeared. 

“Mr. Doherty,” began Frank, in 
solemn tones, “Mr. Williams’ expense 
accounts are larger than yours are.” 

“Ain’t you ashamed of yourself, 
Henry,” said George severely — and 
left the room. 
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Manager L. L. HARTSTEIN 
of the Wheeling-Norge Co., down at Wheel- 
ing, W. Va., saw the possibilities of a booth 
in the recent Better Homes Show of Wheeling. 
A space was rented to display a refrigerator, 
washer, ironer and gas range. Result—Three 
refrigerators, two ironers and one washer were 
sold during the four-day show. Three more re- 
frigerator sales were made a week later. 








Same Toaster That Piled 
Up New Sales Records 
Last Year at $11.50 


“Dealers ARE ‘cleaning up’ with Toasts- 
well.” That is neither advertising jargon nor 
bunk. Toastswell sales have hit an all time 
high — and mass production facilities, re- 
cently provided, have made possible a sharp. 
downward revision in prices. 
Toastswell boasts features that are exclusive, 
and definitely superior — because it is new. 
modern, and up-to-the-very-last-minute in 
style — because it is offered at a lower price, 
and carries a longer profit margin. Sell ’em? 
Man! Of course you can! And every day 
you wait is dollars lost. Get the whole 
Toastswell story: write — TODAY. 


-, 





WAS 


GETZ POWER WASHER CO. Box 536 Morton, 





All because 








Toastswell Has Famous 


“STOP WATCH” Feature 


With the automatic operation 
of this unique “Stop Watch” 
device, every slice is accu- 
rately “timed” and comes out 
of the Toastwell evenly 
browned — toasted to order! 
*Toastswell is the ONLY AU- 
TOMATIC TOASTER that 
makes perfect Melba Toast— 
the ONLY AUTOMATIC 
TOASTER that KEEPS 

toast crisp and 


Toastswells, Automatic or 
Non-automatic — Complete fog FULL NTS. ETC. warm until 
Tray age ie 5 me Toast- —_pgices, DISCOUNTS. e served 

— Food Warmers 






































Uriniry ELectric Co. 


620 TOWER GROVE AVE.. 


ST. LOUIS, MO. 





/lmeucan Re 7, uly 
Tett ast 


OUTSELL SO EASILY 
American Beauty is America’s QUICK 
TURN-OVER line —the line that gives 
you EVERYTHING you need for volume 
sales and real profits. 

Here are a few outstanding reasons dea! 
ers take and hold sales leadership with 
American Beauty 
@ Ten dynamic models in easy $5 steps— 

with a REAL LEADER model 
@ Every model demonstrated to advantage 

against ANY OTHER MAKE selling $* 
to $10 higher 
@ Exclusive mechanical features plus smar 
styling — America’s LOWEST PRICED 
QUALITY washers 


f 

‘ r t 
IMPROVED AGITATOR 

Exhaustive tests prove that the Americar 

Beauty cast aluminum, tapered-post agitato: 


with spray perforations is EASIEST IN 
THE VORLD on clothes 





More sales dynamite The exclusive 
American Beauty ‘Easy Touch’ SAFETY 
WRINGER — no other wringer like + 


comes on American Beauty models seliin 
as low as $59.50 

2 WAY PROFIT for YOU 
1. Liberal discounts give you MORE PER 
SALE. 
Easily demonstrated higher quality for 
less money CLOSES MORE SALES 
You'll like American Beauty factory 
policies. SEND FOR FULL FACTS 


> 


HERS 


Illinois. 
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step UP AND 


SHAKE HANDS WITH YOURSELF 


AT THE END OF '36 


@ You'll have reason to congratu- 





late yourself if you push Estate 
Electric Ranges. The swank, ex- 
tra-value Silver Jubilee Models 
give you a head start on competi- 
tion. Single-dial control, balanced 
oven heat and other features give 
you new and different sales 
clinchers 

To help you line up and sign 
up prospects, Estate- gives you 
a powerful promotion plan, too— 
plus an opportunity for you and 


your salesmen to win valuable 





merchandise prizes. Estate also 


provides a complete, simplified 
course in electric cookery. And 
a colorful mailing campaign, to 
help you go places in 1936. Write. 
STOVE 
Hamilton, Ohio 


ESTATE electric RANGES 


THe Estate COMPANY, 





























: music may go round and round 


but Ice Cubes must come out right here 


fit of this consumer demand, 
and the full-page Flexible Rub- 
ber Tray and Grid advertising in 
leading magazines. Give your 
salesmen the advantage of 


Millions of people wha like music 
to go round and round dislike 
ice cubes that go round ‘the sink. 


Today, refrigerator buyers ex- 
pect to get their ice cubes at the 
refrigerator — with a flip of a 
finger — one cube at a time or 
a whole trayful. They expect to 
have ice cubes which are full- 
sized, cold, and dry. 

Give your salesmen the bene- 








demonstrating a refrigerator 
equipped with a Flexible Rubber 
Tray or Grid in every ice com- 
partment by insisting that the 
refrigerator you sell comes so 
equipped from the factory. 


THE INLAND MANUFACTURING CO., DAYTON, OHIO 



















1 TRULY VObERN HEFRICER ATOR SHOULD HAVE A 


Frexipce Ruppen Pray on Grip 


IN FLV ERY IPE COMPARTMENT 
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]ucrease 


your 
Sates 


“Here you are, Sir. See 
that DATE-LINE? That 
proves they're fresh.” 





“That's a smart out- 
fit, good people and 
good merchandise.” 





DO THIS — It takes 
only one second to 
point out that 
“EVEREADY” BATTERY 
Date-Line 








[ICTTANING Loree *3:A) 








1 NOTHING LIKE THE 


GOATZAIN 


THIS HEAVILY EYE-LASHED 
BIRD HAS CLAWS ON ITS 
WINGS. IT SWIMS, CLIMBS 
TREES AND FLIES. 





* seals é 
2 NOTHING LIKE GULF 
ELECTRIC | 


a4 
Se 
, 


THIS IS THE 
ONE OIL MADE 
SPECIALLY FOR 





PUSH IT AND PROFIT. 








ERATOR AND WASHER MOTORS 
NOTHING LIKE IT ON MARKET. | 
FEATURED IN COLLIER'S - 





GULF ‘woror 


OIL 


For further infgemmaion, write Gulf Petroleum 
Specialties, Gulf Building, Pittsburgh, Ps. _ 
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PART 





are 4 columns — 48 inches to a page). 


SERVICES 
AND 


ACCESSORIES 


UNDISPLAYED RATE: $1.00 per line per insertion. Minimum charge $4.00. (First line 
in small black face type). Fractions of a line count as a line. Discount of 10% if full pay- 
ment is made in advance for 4 consecutive insertions of undisplayed ads. 

DISPLAYED RATE: 1 inch—$12.00; 4 inches—$11.50 per in.; 8 inches—$11.00 per in. ; 
12 inches—$10.50 per in. (AR advertising inch is measured vertically on one column. There 











—- 





ARMATURE 
REWINDING 
fieter Repair — All Ly ad 

Write for prices and Catalog. 
WILLMAN ELECTRIC Co. 








NEW ADVERTISEMENTS 
and changes of copy must be received 
by the 27th of the month to appear in 
the issue out the following month. 

Address copy to The Departmental 


vertising Si 
= \ a MERCHANDISING 





. tad Se., New York City 


























We are large, dependable refrigeration 


ay on your letter-head 


' The HARRY ALTER £0. /rc 


supply dis- 
tributors Carrying a large stock of nationally known 
parts and supplies. All shown in a new complete 
net price catalog—gladly sent on request to re- 
ey dealers and service companies. Write 
« 


AIR 

aXe) CONDITIONING 
o 

COMMERCIAL 


Main Offices 
1728 S. Michigan Ave. Chicago, IIL. 
















you May 


PARTS-SUPPLIES-TOOLS 
for REFRIGERATION -A/R CONDITIONING 


; Complete Stock—Quick Service 
One-day service on your order for any parts, supplies or tools 
any type of refrigerator or air 





conditioner 





for 
QUALITY MERCHANDISE, ab 
at the lowest prices. 


7 « 


one 
order. 


complete, new catalog on your 





Deal with us—obtain all your needs from 
ree—and rely absolutely on getting exactly what you 
WHOLESALE ONLY for your protection. Request biz. 
business card or letterhead. 


AIRO SUPPLY COMPANY 
408-10 M. WELLS ST., DEPT. EM-5, CHICAGO, ILL. 


d and offered 








It's 








e \A/ 
ster x ie a, 


REFRIGE 


. 
V¥rite for Cir 


SELF-LIFTING PIA 
FINDLAY, 


Le 


HANDLING 























UNDISPLAYED RATE—Per word 
i Positions Vacant and all other classifications 
(including Agents, Salesmen, Distributors, 
| Representatives advertising), 15 cents a word, 
! minimum charge $3.00 an insertion. (See 
1 @ on box numbers.) 
| Positions Wanted (salaried employment only) 
\@ the above rates. (See @ on box numbers.) 
Discoumt of 10% if full payment is made in 
advance for 4 consecutive insertions of un 
lisplayed advertisements 


—— 








SEARCHLIGHT 
 TSECTION 


“OPPORTUNITIES” 


SALES EMPLOYMENT 
BUSINESS — MERCHANDISE 


DISPLAYED RATE—Per inch 

1 inc $8.00 per inch 

2 or 3 inches 7.80 per inch 

4 to 7 inches 7.60 per inch 
Rates for larger spaces on request. An adver 
using inch ts measured vertically on one 
column. There are 4 columns — 48 inches 
(O a page 
Box Numbers—Care of Electrical Merchandis 
ing’s New York, Chicago or San Francisco 
offices count as 10 words additional in undis- 
played ads. Replies forwarded without charge. 





REPRESENTATIVE AVAILABLE 


“les Representation in New England States covering 
‘eitral Stations, Hardware and Electrical Jobbers, 
tarinent Stores. Ten years selling experience in 
“erchandising and supply lines. R. A. 563 Electrical 
Merchandising, 3230 West 42d Street, New York City. 










REASE 
‘ vn 


YOUR PROFITS 
®<T RE Arr 
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Appliances Under 
Water 


oe CONTINUED FROM PAGE |) ee 


moved to higher floors out of the way. 

same was true of many of the 
customer's homes. Those possessing 
most appliances—refrigerators, ranges, 
water heaters, radio sets, washers and 
ironers—were the better class homes. 
And people with a little more than the 
average income seem to gravitate to 
higher ground. There is a large resi- 
dential district in East Hartford 
which was the most badly hit section 
of that city. But they are the cheaper 
stores and the cheaper homes. One 
section, along the river front in 
Springfield, is a preferred neighbor- 
hood. From that one section alone, 
came most of the service calls. 

Actual number of service calls seem 
comparatively small considering the 
extent of the damage—that is on ap- 
pliances alone. Scarcely an establish- 
ment in the path of the rising river 
that did not need some sort of central 
station or contractor's calls to put 
things in working order. But the 
number of appliance calls at the time 
of the writer’s visit was low—many 
more would come in, according to es- 
timates of distributors and dealers. 
In Springfield, a total of approxi- 
mately 700 refrigerators had been re- 
moved from customer's homes for 
reconditioning; about 40 electric 
ranges were affected and put in work- 
ing order free of charge by the United 
Electric Light Company. Washers and 
ironers needed reconditioning but here 
again the number, up.to the time of 
writing, had been small. Radio sets 
in the flooded areca were a total loss. 
One radio factory in the Springfield 
area had junked over 2,000 receiving 
sets which were on the assembly line 
at the time the waters reached the 
floors of the factory. 

The average service call on a re- 
frigerator in the flood area amounted 
to $20 according to competent esti- 
mates. This included new insulation, 
overhauling the compressor and clean- 
ing the interior and exterior of the 
box. 

In the meantime, the government 
has come to the aid of both business 
and householders with special amend- 
ments to the National Housing Act 
for flood victims. These amendments 
not only permit repair and moderni- 
zation of affected structures but new 
construction, new equipment and new 
machinery. Lending institutions are 
insured against loss up to 10 per cent 
of all loans made and may resort, if 
necessary to reserves accumulated on 
modernization loans prior to April 1. 
This protection applies on loans up 
to $2,000 on residential and farm 
property and $50,000 for industrial 
and commercial property. 

Several strange stories concerning 
the appliance business came out of the 
section in Springfield that was inun- 
dated. According to Charles P. Gold- 
ing, general new business manager of 
the Western Massachusetts Compa- 
nies, sales of appliances went on in 
the area even during the height of 
the flood. One enterprising salesman 
who had been following a hot range 
prospect, went out in a rowboat to the 
man’s house which was under water 
to the second floor. He came away 
with a signed order for the electric 
range. 


| Customer calls up 


From a box 
2 feet square 





you can fit 
any range with 


CHROMALOX 


Super - Speed 
RANGE UNITS 


top burner in 


her range doesn’t heat. Please come 


and fix it right away. Is vague about 
the make of her range, and about 
the rating of the ailing unit. 

Your service truck arrives upon 
the scene. Service man takes one 
look at the range, finds the unit 
defunct, returns to truck, selects 
Chromalox unit of proper rating, 
and the correct adaptor ring to fit 
the unit to the range opening, con- 
nects it within a few minutes 
drives off. 


and 


Result: low-cost, one-call service, 


and a satisfied customer, who is 








likely to come back with more busi- 
ness w:.cn she finds how much fast- 
er her new Chromalox unit cooks 
than the other units on her range. 

Put in a stock of selected Chro- 
malox unit assemblies and adaptor 





Mail with your business letterhead 


EDWIN L. WIEGAND Co. 
7525 Thomas Bivd., Pittsburgh, Pa. 


Send me the ‘‘Chromalox Plan’’ book 


i rrcaccns a eke wists 


Position 
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The Merchandising Month — By L. E. Moffatt. 


This Romantic Business 
Reminiscences of the earliest days of the electrical applionce merchandising 
business by one of its first practitioners — By Frank 8. Rae, Ir 


Seeing Things! 
May and june are the big refrigerator selling months and in this sales train- 
ing article the sermon is on the danger of overlooking sales opportunities — 


Gerald & Stedmon 


Profits in Hot Water 
The load-building and profit-making experience of the Wisconsin Power & 
Light in the electric woter heoter business 


“it's Smart to Own a Washer” 
The psychology that is helping T. C. Jones of Fort Worth, Texas, to open vp 
the South for washing machine soles — and it works — By Tom F. Blackburn 


Appliances Under Water 
Some of the problems the electrical industry faced when rivers went on a 
rampage in Morch — with speciol ottention to New England — By Laurence 


Vray 


Free Service Opens Doors 
The Homemokers' Service of Madison, Wisconsin, hove a good ideo here to 
help canvossing — a free service call on any appliance in the home 


Dolling Up Trade-ins 
You don't always have to lose money on those joloppies you toke in trade 


What a Refrigerator Salesman Thinks of His Boss 
Veteran Frigidaire Salesman Jim Leach gives some good advice to dealers 
or i men 


who hove trouble in keepi 





Keeping Salesmen Selling 
Getting Men to sell a complete line is the answer to more thon just the 
seasonal sales curve on the books, says J. M. Evans of Birminghom Alo. 


Chiseling — New York Variety 
The kind of cut-throat competition that exists in refrigerator selling in New York 
City — and others — by one who knows the inside of the gome— By Joseph 


The Selling Hall of Fame 


Hot Weather— Cool Cooking 
Oklahomo Gas & Electric's electric roaster promotion brought surprising results 


Utility Commercial Men at Chicago 
Some candid camera shots of important industry figures 


| Can Get It Wholesale 
The tithe is the clue to this article — every dealer's problem — By Jomes 


rorker 
Editorials and Letters 


Continuing the Cooperative Buying Discussion 
A letter from an Ohio Farm Cooperative which confirms our stand on group 
appliance buying by government cooperatives 


Four Ideas 
And all of them applicable to your business 


News — People, Products, Plans 


The news of the trade 


Review of New Products 


Service Section 


The Grandaddy of ‘Em All 
A little inquiry into the original electric refrigerator and a note on its 


nventor 


The Statistical Barometer 
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STATISTICAL 


A DIGEST OF FIGURES INDICATING THE 






BAROMETE} 





PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite E. Cook 


Market Analysis Department 
Electrical Merchandising 


WASHERS 

Optimistic bulletins on electric washer 
sales continue to emanate from the American 
Washing Machine Manufacturers Associa- 
tion. March sales are reported at 25.5% 
higher than sales of March 1935. 

Thus, for the first quarter of 1936, sales 
have reached a total of 373,757 household 
electric washers — exceeding by 24.2% the 
sales of 300,993 electric washers in the same 
period of 1935. 


Mar. 1936 152,624 washers 
Mar. 1935 121,604 washers 
Feb. 1936 . 113,458 washers 
Jan. 1936 ; 107,675 washers 


Saturation, January 1936 — 10,346,482 
homes, or 48.8% of total wired homes. 


IRONERS 

March sales of household electric ironers 
registered an increase of 87.7% over sales of 
the corresponding month of 1935, according 
to a recent announcement of the American 
Washing Machine Manufacturers Associa- 
tion. 

At the same time the Association reported 
a correction in February sales which raised 
the gain of that month to 29.0% above sales 
of February 1935, instead of 19.0% as pub- 
lished last month. 

The large gains of these two months, 
coupled with that of January, have brought 
total sales of ironing machines to 46,542 
ironers in the first three months of 1936 — 
61.4% beyond the total of 28,842 sold in the 
first quarter of last year. 


Mar. 1936 . 20,295 ironers 
Var. 1935 10,808 ironers 
Feb. 1936 12,931 ironers 
Feb. 1985 10,021 ironers 
Jan. 1936 13,316 ironers 


Saturation, January 1936 1,031,802 
homes, or 4.9% of total wired homes. 


GAS-ENGINE WASHERS 

Falling short by only 3.2% of the unusually 
high sales of March 1935, gas engine washing 
machines made a good showing in March 
1936 with sales totaling 17,552 machines. 

Reports of the American Washing Machine 
Manufacturers Association indicate total in- 
dustry sales of 42,225 gas engine washers in 
che first three months of 1936 — an advance 
of 1.3% above sales of 41,676 gas washers in 
corresponding months of last year. 


Mar. 1936 17,552 gas engine washers 
Mar. 1935 18,139 gas engine washers 
Feb. 1936 11,818 gas engine washers 
Jan. 1936 12,855 gas engine washers 
VACUUM CLEANERS 


Increases of 25.7% for floor vacuum clean- 
ers and 22.7% for hand cleaners were re- 
ported by the Vacuum Cleaner Manufac- 
turers Association for March 1936 compared 
with March 1935. 

Total sales for the first quarter have 
amounted to 274,818 floor cleaners and 
84,646 hand cleaners — a gain of 21.4% for 
floor cleaners and 19.5% % for hand cleaners 
over sales of the same months of 1935. 


Mar. 1936 . 114,001 floor cleaners & 
35,878 hand cleaners 
Mar. 1935 90,698 floor cleaners & 
29,231 hand cleaners 
Feb. 1936 86,084 floor cleaners & 
23,769 hand cleaners 
Jan. 1936 74,733 floor cleaners & 


24,999 hand cleaners 
Saturation, January 1936 — 10,241,579 
homes, or 48.3% of total wired homes. 
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RANGES 

Spectacular gains in February and March 
sales of household electric ranges were noted 
in reports of the National Electrical Many. 
facturers Association, summarizing sales of 
its range membership. February 1936 sales, 
credited to 12 members, were 45.8% higher 
than sales of 11 members in February 1935, 
while March sales of the same manufacturer; 
rose 75.4% above March of last year. 

For the first quarter of 1936 NEMA 
members have sold a total of 58,934 household 
electric ranges, compared with 35,389 sold 
in the same period of 1935 — an increase of 
66.5%. 


Mar. 1936 ...... 31,176 ranges, valued* at 
$2,209,558* 
Mar. 1985 ...... 17,770 ranges, valued a 
$1,162,101* 
SS or 16,062 ranges, valued a 
$1,142,229* 
Oe 11,013 ranges, valued at 
$716,846* 
i, BE wasdses 11,696 ranges, valued at 
$810,314* 


*Manufacturers’, not retail, value. 
Saturation, January 1936 — 1,449,250 
homes, or 6.8% of total wired homes. 


v 


ERATORS 

March had the distinction of setting an 
all-time record for refrigerators, with sales 
totaling 272,139 household electric models 
and running 27.5% ahead of sales of March 
1935. The highest previous month was in 
April 1936 when 266,931 household electric 
refrigerators were sold. 

‘These estimates of industry sales are pre- 
pared by the Edison Electric Institute on the 
basis of sales reported to NEMA by its 
refrigerator membership. According to the 
EEI figures, 570,959 household electric re- 
frigerators have been sold in the first quarter 
of 1936, or 32©% more than the 432,411 sold 
in the first quarter of 1935. 


Ss eee 272,139 units 
Mar. 1935 . . 213,464 unis 
Feb. 1936 . , 179,056 units 
Jan. 1936 . ; 119,764 units 


Saturation, January 1936 — 7,250,000 
homes, or 34.2°% of total wired homes. 


v 
STOKERS 


Sales increases of 110.4% for February and 
148.5% for March, compared with similar 
months of 1935, were reported for residential 
stokers by the Department of Commerce. 
Among the smaller commercial and apar- 
ment house stokers, February sales wert 
56.1% higher and March sales were 54.7% 
higher; among the small industrial stokes 
February was 47.9% ahead and March 8.1%, 
ahead of the same months of 1935. 

The following figures indicate sales of 
mechanical stokers by 108 manufacturers, 
who are reported to do about 90% of the 
total industry business. Class 1 refers 1 
residential stokers which consume less that 
100 Ibs. of coal an hour; class 2 to apartment 
house and small commercial stokers which 
consume from 100 to 200 Ibs. of coal an hour; 
and class 3 to small industrial stokers which 
consume from 200 to 300 Ibs. coal an hour. 

Class 1° Class 2 Class8 








Mar. 1936 .. . 2,376 130 40 
Mar. 1986 ....... 956 84 7 
4) ae 2,342 167.71 
fee 111s 10v7—— 
Jan. 1936 ........ 2,065 isg 
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3337 INCREASE IN CROSLEY DOLLAR 


VOLUME SINCE JANUARY 1, 1936 


. « »« Over same period last 
year ...and last year broke all 


previous records! 
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Housewives proclaim Shelvador the 


greatest household success of the genera- 
tion. They rush to buy this—the only 
truly modern refrigerator. 


And dealers everywhere are snapping up 
the Crosley franchise — the greatest 
money-maker of the times. 
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TO DEALERS, this brief suggestion— 
backed by PROOF: “The sooner you 
handle Crosley, the more you profit!” 


Priced from $99.50 to $244.95, including de- 
livery, installation. Five-Year Protection Plan. 


(All prices slightly higher in Florida, Texas, Rocky Mountain States and West.) 


THE CROSLEY RADIO CORPORATION, CINCINNATI - POWEL CROSLEY, Jr., President 
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G-E REFRIGERATOR DEALERS MAKE CUSTOMERS— 
not merely one-time sales! 


@ Here's a perfect picture of progressive profits: The Howard 
Joneses bought a G-E Monitor Top Refrigerator last year. Mrs. 
Jones always said “someday I'm going to have a complete electric 
kitchen.” Their refrigerator nearly paid for, they decided to look 
at electric ranges. Where did they go? Right back to the G-E dealer 
who sold them the refrigerator. For a very logical reason: 


The dependable performance and operating economy of the 
Jones’ Monitor Top Refrigerator pre-sold them on all General 
Electric kitchen appliances. Mrs. Jones’ desire for a beautifully 
modern, efficient all-electric kitchen did the rest. Next they will 
add a G-E Dishwasher and a G-E Kitchen Waste Unit. More 
business and profit for the same dealer! 


THE COMPLETE GENERAL ELECTRIC KITCHEN is a most powerful 
: " 4 = = " ! . . . . 
G-E Refrigerator dealers make customers — not one-time sales! infccace in modesn elecwsic eppllence selling. Any heuce- 


General Electric Company, Appliance and Merchandise Depart- wife who has seen, heard or read about the G-E Kitchen 
ment, Section DES, Nela Park, Cleveland, Ohio. will never be satisfied until she has one in her home. 


GENERAL & ELECTRIC 














